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s  this  mercilessly  hot  summer  blows  it.self  out,  the  Newspaper 
Association  of  America  has  a  little  bit  of  good  news  for  the  industry':  In 
the  first  quarter  of  1999,  classified  acKertising  spending  actually 
increa.sed  to  $4.1  billion,  up  3.H%  over  the  .same  period  a  year  prior. 
This  follows  a  6.6%  increa.se  in  classified  expenditures  during  199H, 
which  .saw  total  cla.ssified  spending  at  a  whopping  $17.9  billion.  This  repre.sented 
41%  of  all  ad  dollars  Ilowing  into  newspapers  la.st  year.  If  you  factor  in  circulation 
spending,  cla.ssifieds  .still  account  for  one-third  of  the  entire  newspaper  indu.stry. 

While  the  NAA  joyfully  reported  thc*se  increa.ses,  much  of  the  boost  is  no  doubt 
a  result  of  the  booming  economy  and  phenomenal  job  market.  If  the  stcKk  market 
ever  tanks,  you  can  bet  that  cla.ssified  .sales  will  slump  right  along  with  the  econo¬ 
my. 

Regardless  of  what  happens  to  the  economy,  many  Internet  analy.sts  are  pre¬ 
dicting  doom  and  gltx)m  for  the  print  classifieds  business  —  largely  as  a  result  of 
the  erosion  of  the  print  marketplace  to  cyberspace.  Should  vye  believe  Forrester 
Re.search,  which  predicts  newspapers  will  lose  $11  billion  in  overall  advertising 
revenues  in  five  years,  with  the  bulk  of  that  loss  coming  from  classifieds?  What 
about  Jupiter  Communications'  predic  tion  that  papers  will  lose  $200  million  ne.xt 
year  in  print  classified  revenues,  e.scalating  to  a  $3.2  billion  loss  by  2003? 

I  don't  know  what  to  make  of  these  predictions,  but  in  some  ways  the  ques¬ 
tions  are  irrelevant.  The  es.sential  and  simple  point  is  that  the  cla.ssifieds  business 
is  changing  radically.  Perhaps  print  cla.ssifieds  will  remain  money  makers  during 
the  next  decade,  but  d(X.*s  anyone  really  believe  tho.se  revenues  will  keep  coming 
after  2010?  Even  if  a  print-and-Web  package  Ix'comes  the  norm  for  classified  adver- 
ti.sers  in  the  next  century,  newspapers  mu.st  re-envision  the  role  of  the  cla.ssified  ad, 
a  media  that  until  the  1990s,  hadn't  changed  much  .since  its  invention. 

The  online  classified  provider  isn't  just  a  publisher,  lie's  a  facilitator,  an  enabler, 
a  bridge.  John  Smith  in  Portland  is  l(X)king  to  .sell  his  collection  of  '80.s  pop  records. 
Jane  Dcx.-  in  sunny  Ft.  Lauderdale  is  nuts  about  the  artist  formerly  known  as  Prince. 
Tens  years  ago,  this  buyer  and  seller  never  would  have  found  each  other,  but  the 
Web  makes  it  happen.  Jane  doesn't  even  have  to  spend  time  online  searching  for 
John's  records.  She  can  register  for  .serv  ices  that  will  do  the  .searching  for  her  and 
automatically  send  an  e-mail  notification  when  an  ad  matches  her  criteria. 

The  interactivity  of  new  media  also  allows  publishers  to  enter  new  fields  of 
busine.ss  ccxnplete  with  brand  new  streams  of  revenue.  For  example,  publishers 
can  surround  their  employment  ads  with  useful  stories,  columns,  cost-of-living  cal¬ 
culators,  and  other  features,  but  they  can  potentially  do  a  lot  more.  The  Web  makes 
it  possible  for  publishers,  alone  or  in  concert  with  third  parties,  to  become  virtual 
empUwment  agencies.  Publishers  can  help  consumers  build  resumes,  which  they 
can  then  turn  around  and  offer  for  employers’  peaisal  —  at  a  charge,  of  course. 
Newspapers  can  build  human  re.sources  Web  sites  for  employers  .seeking  to  fill  job 
vacancies.  Down  the  line  (and  not  tcx)  far,  either),  a  publisher  might  spon.sor  video 
kiosks  where  potential  job  candidates  could  go  to  record  video  interviews  for 
potential  employers. 

Many  publishers  will  blanch  at  the.se  .sugge.stions.  What  do  I  know  about  human 
resources,  some  w'ill  ask?  The  short  an.swer  is  that  you'll  learn.  And  you  won't  have 
to  do  it  alone.  The  great  thing  about  the  Internet  is  the  alliances  that  .seem  to  spawn 
.so  naturally  there.  Publishers  can  partner  with  the  hiring  experts  who  will  make 
sure  the  venture  is  a  succe.ss.  Let  someone  el.se  provide  the  non-publishing  knowl¬ 
edge  that  you'll  need;  you'll  provide  the  platform  and  bring  the  cu.stomers.  It  could 
lx  a  winning  combination  for  the  new  millennium. 
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We  can  sell  your  newspaper 
as  professionally  as  you  run  it. 


W  hen  its  time  to  sell  your  company, 
you  want  the  process  to  reflect  your 
highest  standards  of  professionalism  and 
integrity.  That’s  the  only  way  to  maximize 
the  value  of  your  company  while  maintain¬ 
ing  its  core  values. 

As  the  leading  investment  bank  in  the  media, 
communications,  and  information  industries, 
Veronis,  Suhler  &  Associates  has  the  experi¬ 
ence  and  expertise  needed  to  sell,  value,  or 
refinance  your  company  in  a  manner  that 
achieves  your  highest  financial  goals  —  with¬ 
out  sacrificing  your  reputation  or  int^ity. 

•  We  are  brokers  with  years  of  experience 
selling  newspaper  properties  of  all  sizes  — 
including  major  and  small-market  dailies, 
suburban  and  alternative  weeklies,  legal 
publications,  and  business  journals. 


•  We  are  valuation  experts  with  a  reputation 
for  accuracy  and  integrity. 

•  We  are  investment  bankers  who  offer 
newspaper  companies  a  broad  range  of 
financial  advisory  services,  including  mergers 
and  acquisitions,  debt  and  equity  financing, 
recapitalizations,  and  fairness  opinions. 


Our  team  of  professionals,  including 
two  managing  directors  dedicated  to  the 
newspaper  business,  represents  a  unique 
combination  of  senior  executives  from 
the  media  industry  and  lifelong  media 
and  communications  investment  bankers. 
Working  together,  we  maximize  the 
value  of  our  newspaper  clients’  businesses, 
from  multimillion  dollar  transaaions  to 
sales  measured  in  billions. 


To  learn  more  about  our  firm  or  to  discuss  possible  initiatives 
in  complete  confidence,  contact: 


Veronis,  Suhler  &  Associates  Inc. 


350  Park  Avenue  •  New  York,  NY  10022  •  Tel  (212)  935-4990  •  Fax  (212)  935-0877 
Web  Site:  www.veronissuhler.com 
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As  classifieds  leave  newspapers  for 
the  Web,  everyone's  struggling  to 
make  sense  of  the  transition 


II  down  the  spines  or  many 

_  y  new'Spaper  executives.  With 

an  $18-billion-a-year  industry' 
at  stake,  they  have  gcxxi  reason  to  be 
shaking  in  their  boots.  But  depending  on 
which  analyst  you  believe  or  which 
study  you  tru.st,  things  may  not  be  so  bad 
for  the  classifieds-on-dead-trees  biz.  One  their  print  cla.ssified.s  next  year.  The.se 

camp  says  the  newspaper  industry'  is  consultants  claim  the  loss  will  escalate  to 

finally  making  .some  strides  with  online  $3.2  billion  by  2003-  Many  of  these  dol- 

classifieds,  while  antrther  sees  it  still  lars  will  be  lost  to  non-newspaper  com- 

staiggling  with  the  transition  from  paper  petitors.  fThe  Newspaper  Association  of 

to  paperless.  America  paints  a  different  picture  for  the 

To  hear  the  top  Internet  research  immediate  future  of  print  classifieds.  For 

firms  tell  it,  newspapers  are  in  big  trou-  the  first  quarter  of  1999,  Vienna,  Va.- 

ble.  .According  to  recently  released  ba.sed  naa  says  classified  ad  spending 

reports  by  Forrester  Research  and  Jupiter  was  $4. 1  billion,  up  3-8%  over  the  year 

Communications,  the  new.spaper  indus-  before.) 

try  will  experience  terrifying  slippage  in  Jupiter  reports  that  online  classified 
classifieds  during  the  next  five  years.  advertising  spending  will  rise  from  $300 

million  this  year  to  $1.4  billion  in  2004. 
Online  classifieds  currently  only  account 
for  1%  of  the  overall  classifieds  market, 
but  will  account  for  6.4%  by  2004,  Jupiter 
says. 

While  newspapers  may  be  able  to 
capture  many  of  those  classifieds  that  are 
shifting  from  print  to  the  Web  on  their 
own  Web  sites,  there’s  still  the  major 
problem  of  price  erosion,  says  Patrick 
Keane,  senitjr  analyst  and  director  of 
Jupiter's  online  advertising  strategies 
group.  The  proliferation  of  free  classi¬ 
fieds  on  the  Web  and  deeply  discounted 
models  will  prevent  the  revenues  from 
growing  with  usage. 

The  use  of  online  classifieds  will  grow 
from  46%  of  all  Internet  u.sers  in  1998  to 
alxjut  58%  by  2004,  according  to  Jupiter. 
Classified  revenue  will  grow  from  $5  in 
According  to  New  York-based  Jupiter,  1998  per  online  classified  user  to  $l6  in 

newspapers  \\  ill  lo.se  $200  million  from  2004  per  online  cla.ssified  u.ser. 
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A  SKEPTIC  AMONG  US 

Chris  Feola,  .senior  editor  for  com¬ 
merce  and  technology  for  Dallas-ba.sed 
Belo,  cautions  people  not  to  take 
Forrester's  or  Jupiter’s  predictions  tcx) 
.seriously.  “1  think  it’s  very  nice  that  they 
are  making  predictions  about  the.se 
things,”  he  says.  “But  I’m  a  great  believ¬ 
er  in  re.search  rather  than  predictions.” 

He  says  the  new.spaper  industry  has 
made  great  strides  in  cu.stomer  improve¬ 
ments,  including  the  ability  to  place  cla.s- 
sifieds  online,  but  concedes  that  some 
papers  have  their  work  cut  out  for  them 
in  the  fiercely  competitive  marketplace. 
“None  of  what  I’m  .saying  precludes  us 
losing,”  Feola  says.  “Cla.ssifieds  are  a 
local  business,  and  will  continue  to  lx;  a 
IcK'al  busine.ss.  It’s  possible  for  .someone 
to  take  over  our  busine.ss  if  we  don’t 
serve  our  cu.stomers  correctly.” 

SECOND  ONLY  TO  NEWS 

There  are  indications  newspapers 
have  yet  to  figure  out  how’  best  to  .serve 
customers  with  online  classifieds. 
According  to  a  recent  Editor  &  Publisher 
surv'ey  of  newspaper  Web  site  readers, 
classifieds  rank  almost  as  high  (38%)  as 
national  news  (39%)  as  the  target  desti¬ 
nation.  Still,  mo.st  newspapers  admit  they 
have  yet  to  figure  out  how  to  monetize 
classifieds  online. 

“We  spoke  to  classified  advertising 
managers  at  25  daily  newspapers,  which. 


FORRESTER’S  TAKE 

By  2004,  newspapers  will  lo.se  an  esti¬ 
mated  $11  billion  in  total  advertising  rev¬ 
enues  (including  display  ads),  according 
to  Cambridge,  .Mas.s.-ba.sed  Forre.ster. 
Charlene  Li,  the  lead  analy.st  of  the  20- 
page  report,  attributes  mo.st  of  the  pro¬ 
jected  slide  to  the  transfer  of  classifieds 
from  print  to  online.  She  also  lx;lieves 
that  newspapers  have  neither  the  brand¬ 
ing  nor  the  direct-response  abilities  of 
mo.st  fast-grow  ing  Internet  companies. 

To  combat  the  slippage,  Li  suggests 
the  new.spaper  indu.stry  develop  local 
niche  prcxJucts  with  .strong  vertical  con¬ 
tent  to  attract  advertising  both  online  and 
offline. 
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To  search  Post-Gazette  dassHieds, 


you  must  select  categories  and/or  enter  keywords. 

Job  Category  <•  Search  Tost-Gazette  Jobs' 

(maximum  5)  C  Search  Jobs  Nationwide 
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Accounting 

Advertising 
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interface 

-  PC  Magazine 
May  25, 1999 


To  make  multiple  selections,  hold  down  the  control  key  while  selecting. 
Enter  Keyword(s) 
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revenue 
opportunity 


Irtomel  zone 


Does  your  employment  site 
build  your  local  brand? 


Your  newspaper  has  spent  millions 
developing  your  brand  name.  So  why  risk 
having  an  Internet  employment  site  where 
your  brand  name  disappears?  With  JobOptions 
you  can  protect  your  brand  and  have  the  i 
employment  solution  that  PC  Magazine  1 
called  “intuitive,  powerful,  and  feature-rich.”*  1 
Our  co-branding  strategy  keeps  your  brand  | 
name  out  front  where  it  belongs.  4 


Plus,  with  JobOptions,  you  don’t  pay 
start-up  costs  or  ongoing  fees.  Important 
too,  you  have  a  very  attractive  revenue 
opportunity.  To  find  out  how  this  can  work 
for  you,  contact  Tom  Flood,  our  V.P. 
Business  Development.  E-mail  him  today 
at  flood@joboptions.com  or  call 
800-682-2901. 

*PC  Magazine.  May  25, 1999 
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•NETWORK’ 

www.joboptions.com 


on  average,  have  had  their  classifieds 
online  for  3-5  years,”  says  Marsha 
Stoltman,  vice  president  for  marketing 
relations  at  mediainfo.com’ s  parent  com¬ 
pany.  "They  all  have  entered  gingerly  into 
charging  extra  for  this  service,  often  as  lit¬ 
tle  as  $1  more 
per  classified  ad. 
Alx)ut  two-fifths 
of  the.se  news- 


For  cars,  why  not  go  the  Autobytel  route 
by  becoming  a  broker,  and  getting  a  cut 
for  lead  generation?  There’s  no  reason 
why  they  can’t  do  that.”  Autobytel.com  is 
an  online  automobile  seller  and  informa¬ 
tion  service. 

Vin  Crosbie,  president  of  Digital 
Deliverance  consulting  in  Greenwich, 
Conn.,  worries  that  the  newspapers  aren’t 
quickly  adapting  to  the  marketing  and 


behind  kxal  printed  papers,  word-of- 
mouth,  and  traders. 

THE  FUTURE 

While  everyone  has  different  views  of 
the  future  of  classifieds,  some  common 
themes  emerged  from  conversations  with 
consultants  and  indu.stry  executives: 

•  Big  partnerships  and  coasolidations 
among  traditional  media  players  may  be 


Posting  classifieds  on  the  Web  isn’t  enough,  says 
Charlene  Li,  former  newspaper  publisher  and  analyst  at 
Forrester.  Publishers  need  to  sell  services  around  the 
classifieds. 


papers  charge  nothing  at  all.  After  five 
years  of  publishing  online,  newspapers 
are  staiggling  with  how  to  profit  from  the 
extraordinary  opportunity  of  reaching  an 
e.stimated  128  million  English-speaking 
users  worldwide.” 

Of  the  more  than  1,000  U.S.  papers 
that  po.st  cla.ssifieds,  hundreds  of  them 
report  profitability  by  charging  SI  on  top 
of  the  cost  of  a  print  cla.ssified  ad.  As 
many  as  half  charge  nothing  for  the 
online  ad,  akin  to  their  nontraditional 
counterparts  such  as  Yah(X)!  that  chaige 
nothing.  Some  newspapers  have  bundled 
the  co-st  of  Web  po.sting  into  the  print  ad 
price,  .so  that  customers  can  only  buy  a 
print-Web  package. 

C^areerFath.com  of  Los  Angeles  reports 
that  only  alx)ut  10%  of  its  newspaper  affil¬ 
iates  are  charging  customers  extra  for 
placing  a  cla.ssified  online.  Many  are 
bundling  the  price  of  Web  ads  into  the 
print  package.  But  those  that  do  chaige 
extra  for  online  placement  often  report 
that  as  high  as  90%  of  the  cu.stomers  will¬ 
ingly  pay  the  extra  cash  for  the  Web  po.st¬ 
ing. 

Some  Web  executives  don’t  think  this 
model  is  sustainable  in  the  future,  howev¬ 
er.  Publishers  of  all  sorts  will  lx;  forced  to 
offer  online  cla.ssifieds  for  free,  they  .say. 
Profitability  will  have  to  come  from  other 
.sources. 

"I  do  Ixdieve  cla.s.sified.s  is  a  losing 
proposition  on  the  Internet,”  .says 
Forre.ster  Research’s  Li,  who  is  a  fomier 
community  newspaper  publisher.  She 
says  cla.ssifieds  will  come  to  lx*  consid¬ 
ered  just  another  categor>'  of  li.stings  like 
community  events  or  community 
re.source.s,  which  newspapers  publish  free 
of  charge. 

"(Newspapers  need  to]  .sell  .services 
around  that,”  Li  advi.ses.  “In  real  e.state, 
why  not  put  mortgage  lenders  around  it? 


technology  tools  available  in  an  interac¬ 
tive  environment.  "The  newspaper  indu.s¬ 
try  is  in  dire  trouble;  they  ju.st  don’t  know 
it,”  he  .says.  "They  insi.st  upon  maintaining 
the  traditional  classified  busine.ss  mcxlel, 
even  in  new  media.  And  that’s  a  doomed 
.strategy'.” 

Tfie  newspaper  indu.stry  s  own  as.soci- 
ation,  the  NAA,  dtxuments  the  quick 
adoption  of  online  cla.s.sified.s  by  con¬ 
sumers.  When  asked  how  they  got  job  or 
automobile  information,  consumers 
ranked  the  Internet  as  the  No.  3  informa¬ 
tion  .source,  according  to  an  NAA- 
Scarlxirough  .study  to  lx*  relea.sed  in  its 
entirety  this  month.  In  the  real-e.state  cat¬ 
egory,  Internet  cla.ssifieds  rank  in  the  No. 
4  position. 

Ltxal  printed  papers  and  word-of- 
mouth  .still  rank  No.  1  and  No.  2  in  each 
of  the  categories,  followed  by  shoppers, 
trader  magazines.  TV,  and  radio  in  the 
auto  and  jobs  categories.  In  real  e.sutte, 
Internet  cla.ssifieds  were  in  tburth  place 


Employmeiit 


Busmess  Services 


on  the  horizon. 

•  Profitability  will  .srxrn  come  to  .some  of 
the  big  cla.ssified  networks  that  aggregate 
ads  acro.s.s  Web  sites. 

•  Rollouts  of  affiliates  will  lx  completed 
for  cla.ssifieds  networks,  and  marketing 
and  expansion  will  take  center  .stage. 

•  Media  companies  will  find  ways  to 
monetize  their  cla.ssifieds  with  related  .ser¬ 
vices  adjacent  to  li.sting.s,  sponsorships, 
banner  advertising,  and  partnerships. 

"Classifieds  online  will  lx  .stolen  by 
niche  sites,”  .says  Eric  Meyer,  joumalism- 
profe.s.sor  at  the  University  of  Illinois.  “If 
you  are  a  nurse,  you  are  going  to  go  to 
the  nursing  job  site,  not  ju.st  for  resume 
tips,  but  [for]  what’s  the  latest  on  the 
future  of  nursing.  The  producT  will  lx  tai¬ 
lored  to  help  you  find  exactly  the  job  you 
want.” 

Services  will  lx  built  around  the  li.st¬ 
ing.s,  even  more  than  they  are  tcxiay,  with 
3-D  photography  of  real  estate  (already 
available  at  .some  Web  sites),  maps  of  the 
fixations  with  flcxir  plans,  and  mortgage 
lender  sponsorships,  as  well  as  compari- 
.son  shopping  for  autos  and  consumer 
goods. 

Despite  her  predictions  alx)ut  the  end 
of  paid  cla.ssifieds  as  we  know  them,  Li 
says,  "There  is  hope  on  the  horizon. 
Newspapers  have  a  very  loyal  audience.” 

They  have  the  content  and  they  offer 
real-time  information,  she  adds. 
“Newspapers  can  really  win  in  their  fixal 
markets.  . . .  They  are  in  the  right  position. 
They  need  to  fixik  at  every  opportunity 
and  ask,  ‘How  do  I  make  this  a  fran¬ 
chise?’” 


Contributing  editor  Martha  L.  Stone 
( martstone@aol.com)  is  a  professor  of 
new  media  at  Roosevelt  University  in 
Chicago  and  principal  of  Advanced 
Interactive  Media  Group  LLC. 
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Customer  satisfaction 

CCgCIM  Publishing  delivered  what  we  needed 
in  a  timely  manner.  The  project  came  in  under 
budget  and  has  been,  to  date,  a  smashing 
success  thanks  to  their  help.  GCN  is  a  top- 
notch,  professional  organization  for  develop¬ 
ing  Web-based  project  solutions. 

— Ian  Anderson 
MIS  Director 
Editor  &  Publisher 


Are  you  satisfied? 


Call:  888-426-0010  or  visit  us  on  the  Web  at 
www.gcnpublishing.com 

gen  publishing 
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of  the  potk 


A  look  at  the  aggregators  and  terhnology  providers 


tor  the  newspaper  industry 


BY  PETER  M.  ZOLLMAN  AND 
MARTHA  L.  STONE 

n  the  quickly  evolving  world  of 
I  I  I  classified  ads,  three  big  dogs  have 
I  I  :  emerged  as  the  premier  providers 
of  online  advertising  techncTlogy 
and,  perhaps  more  importantly, 
aggregation.  Nipping  at  their  heels  are 
three  smaller  pups  that  nonetheless  boast 
many  satisfied  newspaper  clients.  And  a 
.seemingly  countless  pack  of  technology 
ccjmpanies  coffer  specialty  services  or  mn 
complete  online 


Chicago’s  Classified  Ventures  LLC  — 
owned  by  eight  of  the  nation’s  largest 
newspaper  groups  —  is  clearly  the 
biggest  dog  in  the  hunt.  But  in  some 
ways  it’s  a  dog  with  a  loud  bark  but  little 
bite.  Although  it  has  four  separate  prod¬ 
ucts  and  some  of  the  best  brand  names, 
it’s  had  tremendous  problems  launching 
the  sites  for  affiliate  newspapers  once 
they  sign  up. 

As  of  late  July,  less  than  half  of 
Classified  Ventures’  clients  had  launched 
their  sites  in  the  company’s  respective 
verticals.  Indeed,  CEO  David  Israel,  a 
lxx)k-publishing  transplant,  recently  said 
working  with  newspapers  was  akin  to 
“herding  cats.” 


PowerAdz.com,  offering  a  range  of 
newspaper  services  under  the  AdQuest 
3D  brand,  is  the  biggest  dog  in  terms  of 
quantity  of  newspapers  —  with  over  900 
newspapers  in  its  network.  The 
Rens.selaer,  N.Y.-based  company  just  got 
a  little  bigger  with  the  purcha.se  of 
CityPapers.com  of  Grand  Rapids,  Minn. 
CityPafHjrs  worked  with  alx)ut  90  publi¬ 
cations. 

And  New  York’s  AdOne  LLC,  which 
operates  the  Cla.ssifiedWarehou.se.com 
network,  is  growing  rapidly  with  the 
addition  of  several  new  big  media  com¬ 
pany  investors.  These  newspaper  groups 
will  give  AdOne  a  total  roster  of  over  700 
newspaper  clients. 

The  pups  include  InfiNet,  which 
.serves  about  80  newspapers  with  classi¬ 


fied  technology,  but  sees  it.self  as  a  com¬ 
prehensive  service  for  helping  papers  go 
online;  Thom.son  Interactive  Media 
(TIM),  which  provides  underlying  classi¬ 
fied  technology  to  alxrut  200  newspapers 
including  Media  General  Inc.  properties; 
and  International  Newspaper  Network 
(INN),  which  serves  only  the  smallest  of 
newspapers  but  has  quietly  built  up  a  iLst 
of  350  clients. 

Each  company  has  its  own  reasons 
for  thinking  it’s  taking  the  best  approach 
to  the  marketplace.  And  not  all  their  ap¬ 
proaches  are  competitive.  In  fact,  one 
newspaper  company,  Lee  Enterprises, 
owns  51%  of  INN  while  also  being  one 
of  the  1 1  corporate  investor-owners  of  an 


INN  competitor,  AdOne.  And  there’s  fre¬ 
quent  talk  of  potential  mergers  and/or 
alliances  among  many  of  these  compa¬ 
nies  —  and  with  Los  Angele.s-based 
CareerPath.com,  an  employment  vertical 
that  shares  overlapping  tiwners  with 
Cla.ssified  Ventures. 

FRONTRUNNER  STRUGGLES 
TO  GET  AFFILIATES  ONLINE 

The  loping,  but  loyal  and  somewhat 
oversized  St.  Bernard,  Cla.ssified 
Ventures,  is  l^eginning  to  hit  its  stride. 
With  eight  fKTwerhou.se  owners  and  big 
plans  for  affiliate  rollout,  aggre.s.sive  mar¬ 
keting,  and  massive  database  develop¬ 
ment,  the  fast-growing  Classified 
Ventures’  420-per.son  .staff  has  its  work 
cut  out  for  it. 

CEO  David  Israel  says  the  cars.com 
rollout,  which  is  furthe.st  along,  could  lie 
completed  by  the  end  of  this  month. 
Apartments.com  is  next,  slated  for  later 
this  autumn.  The  NewHomeNetwork. 
com  rollout  is  constrained  by  data  acqui¬ 
sition  from  the  Meyers  Co.  and  affiliate 
sluggishness,  but  all  affiliates  are  expect¬ 
ed  to  lx;  online  by  the  end  of  the  year, 
Israel  says.  HomeHunter's  debut  just 
lx;gan  in  August  at  w'ashingtonpo.st.com. 

Of  the  134  papers  that  are  part  of  the 
Classified  Ventures  network,  110  have 
Web  sites.  As  of  the  end  of  July,  75 
cars.com  sites  had  been  launched,  along 
with  41  Apartments.com  sites  and  30 
NewHomeNetwork.com  sites. 

The  last  Classified  Ventures  vertical. 
Auction  Universe,  is  another  matter  alto¬ 
gether.  While  the  name  will  soon  be 
relaunched  as  Auctions.com,  the  site  is 
not  a  “must  carry”  for  affiliates  because 
the  company  was  purchased  after 
Classified  Ventures  was  formed.  The  roll- 


cla.ssifieds  oper¬ 
ations  for  a 
small  ro.ster  of 
clients. 


Classified  Ventures’  David  Israel 
reports  that  newspaper  affiliates  drive 
55%  of  the  company’s  Web  traffic. 
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out  schedule  for  the  participating  affili¬ 
ates  is  open-ended  as  the  site  shifts 

fcKUS. 

Classified  Ventures  seems  to  have 
come  to  the  conclusion  that  it  can't  com¬ 
pete  with  eBay,  which  owns  80%  of  the 
consumer-to-consumer  space,  so  it’s 
experimenting 
with  merchant- 
t  o  -  c  o  n  s  u  m  e  r 
auctions,  plac¬ 
ing  Auction 


as  a  stand-alone  Web  site  this  month. 
Israel  says  he  and  CareerPath.com  CEO 
Stephen  Ste.  Marie  have  discussed  ban¬ 
ner  swapping  between  CareerPath  and 
MovingCenter,  targeting  consumers  who 
relcKate  Ix'cause  of  job  changes. 

Israel  reports  that  newspaper  affiliates 
are  driving  55%  of  site  traffic,  while  the 
remainder  comes  from  distribution  part¬ 
ners  America  Online,  Excite,  Snap,  Go, 
and  CarTalk.  Classified  Ventures  pays 
millions  of  dollars  for  these  distribution 


AdOne’s  Brendan  Burns  is  focusing  on 
building  a  national  brand. 


llniverse  head-to-head  with  FairMarket. 
com,  rbid.com,  and  OpenSite.com. 

"We  are  re-evaluating  the  strategy  for 
auctions,”  Israel  says.  "Were  going  to 
fcKus  on  the  Icxal  model  and  merchant 
mcKlel.  They  have  capacity  to  put  up 
much  larger  items  for  sale.  What  we 
want  to  do  is  populate  the  merchandi.se 
on  the  site  more  rapidly.” 

Israel  says  one  of  his  employees  has 
lx*en  experimenting  with  the  merchant- 
to-con.sumer  auctions  content  since  June, 
and  the  sell-through  rates  have  been 
higher,  with  a  higher  average  price  per 
transaction,  of  which  Auction  Universe 
gets  a  percentage. 

Israel  calls  Auction  Universe  a  "diago¬ 
nal,”  or  a  combination  of  a  horizontal 
and  a  vertical:  a  vertical  lx.'cau.se  it 
lx*longs  in  the  auctions  space,  and  a  hor¬ 
izontal  Ix'cau.se  merchandi.se  is  jxHential- 
ly  markt.tetl  on  a  number  of  Classified 
V'enture  sites,  including  cars.com.  Israel 
says  the  company  plans  to  create 
cars.com  auctions  by  October  for  its 
antique  and  collectible  grouping,  and 
create  business-to-business  auctions  for 
car  dealers. 

"This  is  a  very  good  way  for  potential 
buyers  to  get  in  through  multiple  dcxjrs,” 
Israel  Ixlieves.  "I  think  what  you’ll  be 
seeing  from  us  is  a  more  concentrated 
effort  to  find  the.se  leverage  points  across 
the  verticals.”  Classified  Ventures  is 
already  creating  cross  promotion  and 
content  referencing  between  Apart¬ 
ments. com,  NewHomeNetwork,  Home- 
Hunter,  and  MovingCenter.com,  a  site 
that  offers  helpful  infomiation  to  people 
who  are  moving. 

MovingCenter  is  expected  to  relaunch 


deals  each  year. 

As  more  affiliates  launch,  Israel 
expects  an  even  higher  percentage  of 
traffic  driven  by  the  network,  which  is 
potentially  gcxxJ  news  for  the  marketing 
budgets  of  each  vertical.  “Ultimately  the 
co.st  of  our  distribution  of  each  unique 
visitor  will  be,  on  average,  lower 
because  it  is  done  through  the  network, 
instead  of  getting  into  bidding  wars  with 
our  competition  like  AOL,”  Israel  .says.  As 
the  affiliates  are  rolled  out,  the  network 
betx)mes  more  valuable  to  all  concerned 
—  affiliates,  consumers,  and  adverti.sers, 
he  .says. 

Israel  .says  the  effectivene.s.s  of  distrilv 
ution  partners  driving  traffic  varies  by 
month.  ‘We  were  very  plea.sed  with  the 
initial  traffic  that  the  Go  Network  has 
given,”  he  .says.  “A  lot  of  traffic  bubbles 
up  through  QyrTallc  The  carriage  deals 
are  ix  >LJ#^ie"  sa53^|*^jpy  range  from 
spoMWmj^^'e  auto  site  to  itojuiring  key 
w(«Ls  ^'d  everything  else  if^lietween.” 
jFvKile  affiliates  are  required  Ip  place 

least  a  half-page  ad  per  week  torket- 
Cla.ssified  Ventures  properties —  a 
(m1  worth  millions  when  you  a^d  up 
tS£134  newspapers  —  Israel  wonji  share 
tl®jimount  of  the  marketing  bijpget.s,  a 
nu^j^r  he  says  will  step  up ^^nsider- 
ably  ntthe  next  few  months^cause  of 
cars. cofl^  “.striking  disji^nce”  of  the 
Web’s  inosP’^^'^fiPPmar  car  site, 
CarPoint.com. 

While  Cla.ssified  Ventures  reportedly 
billed  $2  million  for  all  of  1998,  Lsrael 
says  they  are  billing  more  than  $1  million 
per  month  now,  and  expect  to  bill  sub¬ 
stantially  more  each  month  as  the  year 
progresses.  “We  have  the  same  hockey 


stick-looking  revenue  as  everybody 
else,”  he  explains.  The  company  gener¬ 
ates  income  from  advertising  placements 
on  the  sites,  owner  contributions  e.sti- 
mated  in  the  millions  each  year,  and  car- 
dealer  and  real-e.state  broker  Web  site 
creation. 

Meanwhile,  Israel  is  “looking  to  fill  in 
the  national  footprint”  of  Cla.ssified 
Ventures.  That  is,  he  wants  the  company 
to  expand  into  all  of  the  Top  50  U.S.  mar¬ 
kets.  They  currently  have  a  presence  in 
the  top  34  markets.  Israel  says  Classified 
Ventures  is  clo.se  to  a  deal  in  two  of  the 
16  mi.ssing  markets,  which  will  be 
announced  .scxin.  The  mi.ssing  markets 
include  Houston,  Atlanta,  .San  Antonio, 
Seattle,  San  Francisco,  Cleveland,  and 
Tampa  Bay,  Fla. 

This  fcK'us  on  winning  new  affiliates 
when  many  existing  clients  .still  don’t 
have  operating  classified  sites  has  drawn 
criticism  from  some  newspapers.  Israel 
insists  new  affiliates  won’t  impact  pre- 
.sent  affiliates  waiting  to  go  up. 

“It  won’t  lx*  an  i.ssue  of  prioritization,” 
he  .says.  “It’s  more  dependent  on  [the] 
affiliates’  ability  [to  provide  listings]  than 
us.  It  won’t  impact  any  of  the  current 
affiliates  .scheduled.” 

Cla.ssified  Ventures  is  owned  by 
Central  New.spapers  Inc.,  Gannett  Co. 
Inc.,  Knight  Kidder,  The  McClatchy  Co., 
The  New  York  Times  Co.,  The  Times 
Mirror  Co.,  Tribune  Co.,  and  The 
Washington  Po.st  Co. 

ADONE  HAS  THE  PAPERS,  BUT  IS 
JUST  BEGINNING  TO  BUILD  BRAND 

Expect  AdOne’s  vertical  brands  to 
each  rank  in  the  top  five  within  the  next 
two  years,  .says  a  confident  CEO  Brendan 
Burns.  The  company,  which  expanded 
from  six  to  1 1  media  company  owners  in 
July,  is  .squarely  in  Pha.se  One  of  its  four- 
pha.se  plan,  making  this  company  with 
700-plus  affiliates  the  .stealthy  underdog 
superhero  —  assuming  that  Bums’  pre¬ 
dictions  come  to  pass. 

AdOne  has  not  yet  announced  its  ver¬ 
tical  brands,  and  has  done  no  marketing 
to  speak  of.  But  the  company  has  been 
quietly  growing  its  database  of  vertical 
cla.ssifieds  listings  to  600,000,  including 
its  large.st  category,  homes,  at  about 
300,000. 

Among  its  11  owner  companies, 
AdOne  repre.sents  over  700  newspapers. 
Currently  on  the  network  are  over  100 
newspaper  Web  sites,  representing  over 
400  newspapers  (some  papers  pool 
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resources  to  create  one  regional  Wei)  two  in  the  classitiecls  space.  will  be  less  concerned  with  the  exact 

site).  The  total  number  of  Web  sites  to  be  AdOne  is  owned  by  Advance  Publica-  methcxl  through  which  they  buy  some- 

included  has  not  been  determined,  but  tions  Inc.,  Belo,  Donrey  Media  Group,  thing  than  they  will  be  finding  the  right 

Burns  hopes  to  get  all  sites  online  by  the  The  Heanst  Corp.,  Journal  Regi.ster  Co.,  product  at  the  right  price.” 

first  quarter  of  2000.  Lee  Enterpri.ses,  Media  General,  Media-  Like  many  companies  in  the  Internet 

To  date,  AdOne’s  listings  appear  on  News  Group,  Morris  Communications  space,  FowerAdz  is  willing  to  ally  with 

its  consumer  site,  Cla.ssifiedWarehou.se  Corp.,  Pulitzer  Inc.,  and  The  E.W.  Scripps  competitors  if  nece.s.sary.  When  kx)king 

(http://www.clas.sifiedwarehou.se.com)  Co,  to  launch  an  auction  site,  PowerAdz  part- 

and  on  distribution  partners  Lycos  and  nered  with  Classified  Ventures'  Auction 

theglolx*.com,  some  of  the  mo.st  popular  TOPS  IN  QUANTITY  Universe.  PowerAdz  calls  its  auction  site 

sites  on  the  Web.  Burns'  ma.ster  plan  is  to  If  you  judge  by  number  of  affiliates.  Auction  Hill. 

(1)  develop  ’QJ  Jauild  con-  PowerAdz.com  —  often  known  by  its  Chudzicki  freely  admits  Auction  Hill, 

sumer  appljditions,  advertiser'  .^splica-  alter-ego  brand  name,  AdQue.st  —  is  the  like  Auction  Universe,  “is  not  getting  sig- 

tions,  an^iFeatures  into  the  vertical  (3)  Great  Dane.  With  8S0  newspapers  signed  nificant  traffic  tcxlay.”  But  he  says,  “We’ve 

promote  the  product  and  build  fi^nd  by  Aug.  1,  PowerAdz  expects  to  reach  got  to  cro.ss  competitive  lines  and  work 

equity/  for  the  affiliates  and  C^^-  1,000  by  the  end  of  the  year.  Mo.st  are  together  as  vendors  for  the  bettemient  of 

ifiedWirehouse,  and  (4)  monetize  .small  and  mid-size  publications,  but  the  the  newspaper  industry  .”  Otherwi.se, 

business.  .a  ro.ster  does  include  major  papers  like  the  eBay’s  lead  as  an  auction  site  will  be 

■•C>sr  primary  short-term  objective  &  Post-Gazette,  The  Dallas  insurmountable, 

to  estsiilish  the  network,  to  buil^  ij^  Morntf^^'^Neu's,  and  The  Bujfalo  (N.Y. ) 

footprint  then  to  build  the  vcj^ic^.”  FROM  ISP  TO  CLASSIFIEDS 

Burns  .sa^  Next  on  the  ag^^a^^  to  PresiSfi^vAferk  Chudzt^P^’.says  the  PROVIDER 

build  its  braiT^^d  consuwct  it&ia^tent.  company  is  tirtally^' nesygpaper-ftxu.sed  While  it  .started  out  primarily  as  an 

“We’re  going  te^^jegwM^  mat  brand  (unlike  its  primary  competif^,  AdOne,  Internet  Service  Provider  (ISP)  and  host- 

nationally,”  Burns  says.  “To  a  lesser  which  includes  classifieds  from  non-  ing  company  for  newspapers  and  other 

extent,  we  will  promote  each  vertical  newspaper  .sources);  it  believes  in  the  media  companies,  InfiNet  has  gone  on  to 

brand.  We  have  five  category'-specific  power  of  nationally  aggregated  classi-  develop  or  purcha.se  online  technt)logy 

product-brand  managers  hired  in  the  last  fieds;  and  it  offers  a  complete  product  for  its  newspaper  clients.  Thus,  more 

90  days.”  line,  featuring  editorial  integration  and  than  80  papers  u.se  InfiNet  tools  to  mn 

As  for  strategy.  Burns  says  that  once  vertical  classified  .solutions.  their  online  classifieds, 

the  network  is  in  place,  the  other  three  This  summer,  the  company  released  Differentiators?  “We  offer  a  rea.sonably 

elements  will  fall  into  line  and  the  real  Z-wire,  an  editorial-automation  system  low  co.st  of  entry’,”  says  Susan  Kelly- 

competitive  fireworks  will  begin.  “We  that  allows  small  papers  to  instanta-  Gilbert,  vice  president  of  customer  devel- 

don’t  think  w'e  will  go  directly  against  neously  create  complete  Web  sites.  The  opment  at  the  Norfolk,  Va.-ba.sed  group. 

Autoby'tel  in  auto,  or  Monster  in  employ-  product  was  directly  targeted  at  INN,  “Newspapers  ‘own’  the  product,  brand  it 

ment,”  he  .says,  “but  we  will  have,  for  cal-  which  offers  a  lower-end  solution  at  a  to  their  needs,  and  have  no  co-branding 

endar  year  2000,  a  larger  advertising  bud-  much  lower  co.st.  INN  had  previously  requirements  from  us,  plus  no  revenue- 

get  than  Autobytel.  1  guarantee  it.  You  lured  a  number  of  affiliates  away  from  sharing.  That  may  .still  be  an  appealing 

can  expect  us  to  brand  our  sites  extreme-  PowerAdz.  point  to  some  of  the  publishers  and  mar¬ 

ly  well.  We  want  our  affiliates  to  be  the  About  one  third  of  PowerAdz  is  keters  out  there.” 

starting  place  in  the  Icxal  marketplace.”  owned  by  Journal  Communications,  the  The  company  which  is  owned  equal- 

Burns  declines  to  .say  how  much  employee*)|^i^j^d  parent  of  the  ly  by  LLi^jjiwfffif'Ca^^^^ation.s,  Knight 

AdOne  is  spending  on  marketing  next  Milwaukee  fouhtal ,>^ntinel  and  39  Ridde^ahd,(6Shnett, 

year,  but  the  campaign  should  start  early  broadcasrpwjo^rties.  Two-tf4ipdfc,^emain.s  .sincJ(^i(#f998.  At  last  repoi^%ere  were 

this  fall.  The  verticals  will  be  promoted  with  the  foundefs“and  several  venteffeti*^  -rti!^)l^s  for  an  IPO.  Focusing  i^n  soft- 

.starting  at  the  end  of  this  year  and  the  capital  firms.  Chudzicki  .says  "Powet^l^dz,  InfiNet  has  slowly  sold  off '^s  ISP 

beginning  of  the  next.  based  near  Albany,  N.Y.,  in  an  old  home*^'  s#\/ces  and  more  recently  the  hasting 

It’s  not  PowerAdz  and  Cla.ssified  known  as  “The  Mansion,”  is  aiming  for  through  an  arrangement?  with 

Ventures  that  Burns  sees  as  long-term  an  initial  public  offering  (IPO)  .sometime  Efijmu.s  Communications.  1 

competitors,  but  rather  CitySearch,  next  year.  The  company  isn’t  profitable  ^fiNet’s  Real  Estate  Web  syst^  had 
Digital  City,  and  Yahoo!.  After  the  four-  yet;  it’s  in  the  “building  a  market,  build-  57  ^k>ve  newspaper  sites  in  ^1y  with 

phase  plan  is  complete.  Burns  expects  ing  a  network”  stage,  he  says.  abou^^),()()0  homes  li.sted  ^d  nearly 

that  the  large  promotional  budget  and  Newspapers  have  to  lcx)k  Iseyond  just  40,000  of  indiv^^  real-estate 

expansive  databa.se  will  poise  AdOne  to  classifieds  to  develop  comprehensive  agents.  An  on  the  “corn- 

spar  with  the  heavyweights.  online  services  because  “classified  as  we  ing  soon”  list,  while  a  custom  employ- 

Burns  does  not  di.scount  partnerships  know  it  today  isn’t  going  to  exist  in  two  ment  solution  is  farther  down  the  road, 

or  mergers  with  anyone  in  the  future,  years,”  Chudzicki  predicts.  “What’s  going  Its  technology  for  general  cla.ssified 

including  Classified  Ventures,  PowerAdz,  to  happen  is  that  when  the  consumer  incorporates  searching  technology  from 

or  even  everyone’s  favorite  enemy,  wants  to  buy  .something,  they’re  going  to  Inktomi  Corp.  of  San  Mateo,  Calif.,  w'ith 

Microsoft.  He  believes  there  will  be  sig-  want  to  see  all  the  means  available  for  a  very  robust  and  flexible  search  engine, 

nilicant  con.solidation  in  the  next  year  or  buying  that  item.  . . .  And  the  consumer  The  technology,  called  Real  Classifieds, 


12  media  m/o.com  •  September  1999 


was  developed  by  Knight  Kidder  leased 
on  an  olijeet-oriented  database  and  is  a 
"verv',  very  flexilile  platform  going  for¬ 
ward  for  almost  anything  newspapers  are 
going  to  have  to  do  in  the  classified 
area,"  including  customer-input  ads  for 
either  print  and  online  publication  or 
either-or  publication.  Kelly-Gilbert  says. 

InfiNet  proudly  notes  that  Ihe  Denrer 
Post,  a  MediaNews  Group  newspaper, 
was  an  AdOne  cu.stomer  until  about  2'/’ 
years  ago,  when  it  .switched  to  InfiNet.  In 
mid- 1999.  the  Post  launched  its  own 
internally  developed  cla.ssified  .service. 
"Their  traffic  significantly  dropped,  and 
they  received  complaints  from  their  cu.s- 
tomers,"  says  Vicki  Zimmerman,  InfiNet's 
strategic  planning  director.  "They  came 
back  to  InfiNet's  product  a  month  or  so 
ago." 

THOMSON  INTERACTIVE  MEDIA 
FOCUSES  ON  LOCAL 

While  the  other  cla.ssifieds  networks 
have  a  national  reach  and  focus, 
rhomson  Interactive  Media  of  .Stamford, 
Conn.,  and  its  new  partner,  Thom.son 
Target  .Media,  think  the  real  .strength  for 
cla.ssifieds  is  local,  local,  local.  "We  don't 
have  a  nationally  branded  site,"  .says  Ed 
Manning,  vice  president  of  Thom.son 
Interactive.  "We  encourage  the  paper  to 
be  a  strong  local  presence  and  gi\e  them 
technology  to  create  local  and  regional 
aggregates." 

He  points  to  papers  in  the  Ho.ston 
area  as  an  example.  7he  Boston  Cilofx’.  on 
the  one  hand,  provides  cla.ssifieds  to  a 
national  audience  lx“cau.se  it  is  a  nation¬ 
ally  consumed  site.  But  a  group  of 
papers,  including  Ihc  Patriot  Ledger  in 
Quincy,  Ma.ss.,  a  Thom.son  affiliate,  have 
joined  together  to  form  a  regional  cla.ssi¬ 
fieds  aggregate  called  .southofboston. 
com.  The  classifieds  aggregation  has 
been  a  success.  Manning  .says.  Mo.st  peo¬ 
ple  won't  go  beyond  their  regional  area 
to  buy  a  car  or  .seek  a  job,  he  says. 

Thonrson  has  almo.st  200  affiliates  up 
and  Rinning,  including  papers  in  the 
Thomson,  Cox,  and  Media  General 
chains.  Features  offered  include  a  .search 
capability  for  users  to  type  in  their  ZIP 
codes  and  get  listings  within  a  designat¬ 
ed  number  of  miles  from  their  homes; 
the  creation  of  automatic  links  from  ads 
with  e-mail  addre.s.ses  or  I'RLs;  photos, 
graphics,  and  logos;  360-degree  wrap¬ 
around  photography;  and  easy-to-create, 
browser-ba.sed  Web  site  templates  for 


ONLINE^ . : 

1  ICLASSiHEDS: 


local  real-e.state  pages. 

"We  continuously  a.sk.  What  makes 
cla.ssifieds  online  better';''"  .Manning  .says. 
"Our  goal  is  to  make  sure  we  are  in  tune 
with  what  our  clients  want." 

A  new  but  already  popular  technolo¬ 
gy  created  by  Thomson  is  software  that 
enables  the  con¬ 
version  of  dis¬ 
play  ads  from  an 
EPS  format  to  a 
Web  site-ready 


fairly  limited  level  of  editorial  content;  a 
stripped-down  version  of  The  A.s.s(Kiated 
Pre.ss'  online  news  feed  The  Wire;  and 
other  basic  online  t(x)l.s.  As  a  result. 
Wilson  .says,  "Ninety-five  percent  of  our 
papers  are  making  money  online  the  first 
day  they  (launch)  with  us.  Ix-cau.se  our 
costs  are  low  and  we  gi\e  them  revenue 
models  that  thev  can  start  w  ith  from  day 
one  that  work."  That  includes  an  immedi¬ 
ate  surcharge  on  classifieds  for  placing 
them  online;  t(x)ls  for  placing  ain-of-pre.ss 


Thomson  Interactive  Medio  concentrates 
on  local  newspaper  brands,  not  a 
national  identity,  says  Ed  Manning. 


GIF  format  that  is  .searchable  by  u.sers  in 
the  database  like  classifieds.  "The  soft¬ 
ware  is  on  the  clients'  server,"  Manning 
explains.  "They  pre.ss  a  button  and  it 
converts  the  display  ad  into  a  GIF  file 
and  pulls  out  the  .searchable  text.  The 
intere.st  level  among  affiliates  is  huge." 

The  marriage  with  Thom.son  Target 
.Media  allows  Thom.son  Interactive  to  inte¬ 
grate  related  content  into  the  cla.ssified 
vertical  sites  to  help  consumers  make  buy¬ 
ing  decisions,  he  .says,  which  is  the  next 
.step  in  building  out  their  verticals  kK'ally. 

INTERNATIONAL  NEWSPAPER 
NETWORK  PLANS  MARKETING 
CAMPAIGN 

This  Bigfork,  .Mont.,  company  is  .so 
small  that  most  people  in  the  new.spaper 
hi/  haven't  even  heard  of  it  —  an  i.ssue 
that  founder  .Marc  Wilson  and  busine.ss 
development  director  Rob  Dalton  hope  to 
address  this  fall  with  stepped-up  adverti.s- 
ing.  But  that's  a  .sword  that  cuts  Ixnh 
w'ays,  Ix'cause  INN  has  Ixvn  profitable 
almo.st  since  its  founding  in  19%  —  and 
with  an  increa.sed  profile  targeting  fa.ster 
growih.  the  bottom  line  may  turn  black 
ink  into  red. 

INN  specializes  in  .serving  the  smalle.st 
newspapers  —  at  the  smallest  prices 
imaginable.  Where  .some  companies  want 
thou.sands  in  start-up  costs  and  hundreds 
or  thou.sands  more  in  annual  maintenance 
fees,  plus  revenue  shares,  INN  will  put  a 
new.spaper  online  for  as  little  as  $30  a 
week,  or  ju.st  $2,6(K)  a  year. 

Its  full  range  of  .services  tops  out  at 
$120  a  week.  That  includes  t(X)l.s  for 
uploading  cla.ssifieds  to  an  individual  or 
regional  databa.se  and  for  atitomating  a 


ads  from  the  print  edition  online;  and 
online  directories.  "We  also  have  some 
g(xx.l  real  estate  and  automotive  .software 
that  empx)wers  the  newspa(X‘r.s  to  create 
VCeb  pages  for  their  customers." 

National  aggregation  of  cla.ssifieds  is 
actually  detrimental  rather  than  valuable 
to  a  new.spaper,  Wilson  ckiims.  "It's  a 
waste  of  time  and  money,"  he  .says. 
Cla.ssifieds  typically  bring  in  2()‘M)  to  Slfti)  of 
the  page  views  at  INN  (and  other)  new.s¬ 
paper  sites,  he  notes,  so  the  ads  aren't 
merely  ads,  but  "really  valuable  content" 
to  have  on  each  paper's  site. 

INN.  an  outgrowth  of  a  weekly  new.s¬ 
paper  ba.sed  in  Bigfork.  is  now  31% 
owned  by  Lee  Enterpri.ses  of  Davenport, 
Iowa.  It  originally  targeted  weekly  new.s- 
papers  until  "we  had  dailies  come  to  us." 
Wilson  says.  Now,  alx)ut  2(X)  of  the  306- 
plus  clients  are  dailies,  including  a  num¬ 
ber  of  Liberty  Group  properties  taken 
away  from  .AclQuest,  which  also  claims  to 
have  won  some  converts  away  from  INN. 

VC'ilson  .still  .sees  his  market  as  small 
papers,  up  to  33.()(K)  daily  circulation. 
Beyond  that,  he  says,  a  pajx-r  will  proba¬ 
bly  w  ant  an  online  staff  and  more  robu.st 
t(X)l,s.  "VC’e're  simply  after  the  people 
whom  the  re.st  of  the  nevv-media  world 
tends  to  ignore,"  he  siiys.  "We've  done  this 
working  under  the  radar  [of  the  major 
companies]."  But  he  warns  the  big  guys, 
"We  re  not  going  to  lx*  working  under  the 
radar  any  more." 


Contributing  editors  Peter  M.  Zollman 
(pzollmcin@aol.com)  and  Martha  L. 
Stone  (martstone@aol.com)  are  princi¬ 
pals  of  the  Adranced  Interactive  Media 
Group  lie. 
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The  way  things  are  going,  online  classified 
site  operators  will  soon  need  to  add  new 
staff  to  carry  all  the  money  to  the  bank 


going,  either  focusing  all  of  their  content 
and  listings  on  specialty  professions,  such 
as  computers  or  fmanei^^^cyeating  ver¬ 
tical  portions  of  tKelr'*s?les  for  specialty 
areas. 

“What  we’re  going  to  .see  is  more 
niching,”  .says  Robbin  Zeff,  author  of 
“Advertising  on  the  Internet”  and  presi¬ 
dent  of  the  Zeff  Group.  “Employment 
classifieds  are  very  niche-specific,  such  as 
Techies  and  dice.  There  will  be  a  lot 
more  niching  going  on  tor  other  areas, 
such  as  financial  jobs.” 

•  Content  is  a  key  component  of  any 
cla.ssified  vertical  site,  and  employment  is 
no  exception.  Among  the  site  sweeteners 
are  career  advice,  resume  writing  re¬ 
sources,  job  market  information,  cro.ss 
ptxsting  on  other  career  sites,  company 
descriptions,  job  fairs,  interactive  t(X)ls 
like  “personal  job  .search  agents,” 
recruiter  chat  rcxims,  and  me,s.sage  boards 


But  it  is  the  differentiators  that  drive 
certain  .segments  of  the  job-.seeking  pop¬ 
ulation  to  the  popular  sites. 

•  Mon.ster  in.stituted  a  “free  agent  auc¬ 
tion”  in  July,  in  w'hich  workers'  skills  and 
experiences  are  commodities  that  can  be 
traded  on  the  open  market.  Each  human 
auction  runs  for  one  to  five  days.  The 
mo.st  popular  professionals  auctioned  are 
graphic  artists  and  computer-software 
specialists. 

It’s  not  so  much  the  number  of 
employment  li.stings  that  is  the  most  criti¬ 
cal  area  of  competition  for  online 
employment  classifieds  between 
CareerPath  and 
Mon.ster  — 
the 

accompanies  the 


BY  MARTHA  L.  STONE 


n  a  few  short  years,  the  online 
employment  classifieds  industry 
has  gone  from  zero  to  a  more  than 
$105  million 


enterprise,  the 
amount  employers  spent  on 
online  recruiting  in  1998  —  but  .still  only 
2%  of  all  recruitment  expenditures. 
Online  recruitment  is  expected  to  be  a 
$1.7  billion  industry  by  2003. 

A  staggering  28,500  Web  sites  offering 
job  postings  are  e.stimated  to  exi.st,  with 
untold  millions  of  job  po.stings  and  about 
2.5  million  resumes  floating  in  cylier- 
space.  According  to  a  preview  of  a 
Newspaper  Association  of  America/ 
Scarborough  report  on  cla.ssifieds  and 
online  news,  to  be  released  in  its  entirety 
this  fall,  local  newspapers  and  the  Web 
are  neck-and-neck  in  importance  when  it 
comes  to  readers  gathering  job  informa¬ 
tion.  Overall,  36%  of  the  respondents  .said 
Icxal  newspapers  were  a  primaiy'  source 
of  employment  information,  w’hile  31% 
said  the  Internet  was.  Savvy  newspapers 
can  count  themselves  in  both  categories 
—  if  they  run  robu.st  online  job  sites. 

Measured  by  the  number  of  visitors, 
the  mo.st  popular  employment  Web  site, 
hands  down,  is  Monster.com,  with 
CareerPath.com  —  owned  by  eight  news¬ 
paper-affiliated  companies  —  in  a  di.stant 
.second  place  with  roughly  half  of 
Monsters  traffic.  CareerMosaic  trails  in 
third  place,  w'hile  the  others  —  America’s 
Job  Bank,  Headhunter.net,  Nationjob 
Network,  HotJobs.com,  Net-Temps, 
dice.com,  and  CareerBuilder  —  round 
out  the  remainder  of  the  top  10. 

Another  .strong  indicator  of  popularity 
is  the  numlx;r  of  resumes  po.sted  on  a  site, 
with  Mon.ster.com  reporting  a  whopping 
1.72  million  pcxsted  resumes,  CareerPath 
rerK)rting  70(),0(X),  and  Hotjobs  reporting 
a  mere  380,000.  CareerPath  leads  the  pack 
with  398,(KX)  job  postings,  while  Mon.ster 
reports  230,(X)0;  CareerMo.saic,  100,000; 
and  Hotjobs,  40,(XX). 


Listings  alone  aren't  enough,  says  Tim 
Ruder  of  Washingtonpost.Newsweek 
Interactive.  Content  is  key. 


listings,  says  Tim  Ruder,  director  of  online 
classifieds  for  Washingtonpost.New.sweek 
Interactive. 

The  competitive  creativity  exemplified 
by  the  human  auction  forces  the  newspa¬ 
per  industry  online  to  “rethink”  its  strate¬ 
gy  on  content  on  classifieds  sites,  he  .says. 
The  Mon.ster  strategy  helps  the  site  create 
a  long-term  relationship  with  its  users,  he 
.says. 

•  Most  job  .seekers  are  employed,  and 
want  to  keep  their  identities  secret  from 
their  employers.  Most  Web  sites,  like 
Mon.ster,  CareerPath,  and  Hotjobs  all 
have  a  feature  to  keep  their  resume  pri¬ 
vate  from  .selected  individuals.  “The  issue 
that  is  .so  quintessential  is  privacy,”  says 
Robert  Liu  of  Hotjobs.  He  explains  that  its 
“HotBkK'k”  feature  allows  people  who 
pxjst  resumes  to  control  which  companies 
can  .see  and  search  for  their  resumes. 

•  Techies.com  and  dice.com  specialize 
in  technical  jobs,  a  “vertical  vertical”  of 
.sorts  —  a  direction  where  most  sites  are 


to  share  ideas  with  colleagues. 

Forrester  Research  of  Cambridge, 
Mass.,  predicts  the  takeoff  of  “con.sumer 
.services”  on  classifieds  Web  sites,  includ¬ 
ing  employment  sites,  that  will  encourage 
personalized  features  such  as  e-mail  noti¬ 
fication  of  career  opportunities  —  a  fea¬ 
ture  already  available  <3n  some  sites.  “In 
traditional  cla.ssifieds,  a  single  paper  typi¬ 
cally  exerts  monopoly-like  pricing  over 
classifieds  in  one  market,”  according  to 
Forre.ster's  “Goodbye  to  Cla.ssifieds” 
report.  “Consider:  A  typical  help-wanted 
page  co.sts  $2,000  for  a  major  newspaper 
in  print,  but  sells  for  $40,000.  But  con¬ 
sumer  .services  will  generate  new  pricing 
rules.” 

New  nKxjels  will  replace  old  ones, 
including  pay-for-performance  replacing 
upfront  fees.  For  example,  allowing 
employers  to  pay  ba.sed  on  qualified 
resumes  delivered,  rather  than  place¬ 
ment,  reach,  or  sheer  number  of  resumes, 
according  to  the  report. 
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Need  an  Internet  ad 
management  solution  that 
can  handle  over  20  million  ad 
deliveries  per  day  as  easily 
as  it  does  100,000  a  day? 


Open  AdStream  does  this 
superbiy.  ‘"...Open  AdStream 
defines  the  state-of-the-art 
in  Internet  advertising 
management. 


-Larry  K.  Sanders 
Director  of  Business  Operations 
USA  TODAY  Information  Network 


The  Smart  Ad  Management  Solution 


REALS  MEDIA 

www.realmedia.com 


Visit  us  now  at  www.realmedia.com  or  e-mail  us  at  adstream@realmedia.com 

newyork  212.725.4537  san  francisco  415.643.5071  Philadelphia  215.654.8376  los  angeles  310.478.3566 
miami  305.670.0234  toronto  905.665.6444  pans  33.01.56.59.69.90  Johannesburg  27.27.11.806.5000 
mexico  city  52.5.682.81.22  Seoul  82.2. 737.6634  hamburg  49.40.27.87.04.0  london  44.171.233.8181 
lausanne  41.21.213.63.30  hong  kong  852.2527.3525  Singapore  65.536.3992  munich  49.6301.31552 


Open  AdStream™  (OAS)  is  the  complete  ad  management  solution  that  allows  web  publishers  to  easily  manage  scheduling,  rotation,  targeting, 
reporting  and  forecasting  of  internet  advertising.  OAS  has  the  largest  number  of  worldwide  installations  with  500  of  the  world  s  top 
publishers,  including:  USA  Today,  The  Washington  Post  and  others. 


Who 


first? 


V 


Stats  on  Industry  Players 


t’s  a  cliche,  but  it’s  taie:  Nothing  stands  still  in  c^lierspace. 
;  Just  when  a  Web  site  declares  itself  No.  1  within  a  certain 
;  category,  a  new  company  springs  up  from  nowhere  to  dis- 
I  place  it.  And  as  the  Internet  .stock  frenzy  illustrates,  money 
is  flying  around  like  crazy  on  the  Web  —  just  waiting  to 
land  on  a  gcxxl  idea  or  a  smart  team  of  entrepreneurs. 

So  it  is  in  this  topsy-turvy'  environment  that  mediainfo.com 


attempts  to  make  sense  of  the  online  classifieds  industry.  The 
very  term  “online  classifieds”  seems  tailor-made  for  a  textbook 
study  of  how  the  Internet  is  turning  longstanding  business  mcxl- 
els  on  their  heads.  The  $18  billion  that  newspapers  easily  rake  in 
year  after  year  from  print  classifieds  could  vanish  within  the 
decade,  if  you  lielieve  the  worst  prognostications.  Whatever  hap¬ 
pens,  it  is  clear  the  indu.stry  Ls  changing  dramatically  and  rapidly. 


Newspaper  Industry  Providers 


PowarMi 

(AdOMSt) 


OWNERSHIP 

AUTOMOTIVE 

AFFILIATES 

EMPLOYMENT 

AFFILIATES 

Central 
Newspapers, 
Gannett,  Knight 
Ridder, 

McClalchy,  New 
York  Times  Co., 
Times  Mirror, 
Tribune  Co., 
Washington  Post 
Co. 

Signed:  110 
Launched:  75 

N/A* 

Advance 
Publications, 
Belo,  Donrey 
Media  Group, 
E.W.  Scripps, 
Hearst,  Journal 
Register,  Lee 
Enterprises, 
Media  General, 
MediaNews 
Group,  Morris 
Communications. 
Pulitzer 

On  AdOne  news¬ 
paper  attiliate 
sites,  Classitied 
Warehouse.com, 
Lycos,  and 
theglobe.com 

same 

Privately  held 
(approximately 
1/3  owned  by 
Journal 

Communications 
ot  Milwaukee) 

AdQuest  3D 
Signed:  900+ 
Launched:  781 
(includes  auto¬ 
motive,  employ¬ 
ment  and  real 
estate  ads) 

CarCast 

Signed:  36 
Launched:  25 

N/A 

I.N.N.  Partners 
(includes  Lee 
Enterprises) 

Signed:  350 
Launched:  325 

Signed:  350 
Launched:  350 

Gannett. 
Landmark 
Communications, 
Knight  Ridder 

None:  “Actively 
reviewing  appli¬ 
cations  in  this 
category" 

No  fully  developed 
vertical,  but  Cedar 
Rapids  customized 
general  classifieds 
for  the  category 
www.corridorca- 
reers.com. 

Thomson  Corp.; 
recently  merged 
with  Thomson 
Target  Media 

Classitied  IQ: 

200+ 

Classitied  IQ: 

200+ 

NO-  OF  ANNUAL 
OTHER  FEATURES  EMPLOYEES  REVENUE 


Apaitments.com: 

41 

NewHomeNetworfc 

30 

Homehunter:  1 


Proprietary  Reaches  nearly  halt  of 
all  Internet  users 
through  distribution 
agreements  with  sites 
like  Lycos  and 
lhegiohe.com. 

Auctions,  AdHound, 
Clipboard 


ThinkHomes.com  Proprietary  Integrated  Yellow 

Licensing  agree-  Pages,  syndicated  con¬ 
signed:  7  ments  with  Ijpj  cgptent  aggrega- 

Launched:  0  Yellow  Page  Data 

(into  USA)  and 
Mapping 
(MapQuest) 


Undisciosed  “Making  strides 
toward  prof¬ 
itability” 


Signed:  350 
Launched:  325 
Major  groups 
served:  Liberty, 
CNHI,  Rust, 
Brehm, 
McNaughlon, 
Donrey,  Shaw 


57  newspaper 
sites:  88,816 
unique  home  iist 
ings;  profiles  on 
38,192  agents: 
represents  3,621 
real  estate  com- 


Homeslrelch: 

200+ 


Object-oriented 
database  with 
natural  lan¬ 
guage  parsing 
(NetOwl  product 
tram  Inktomi) 
and  Knight 
Ridder 


Ad  sales  training, 
national  advertising 
sales,  aggregation  ol 
non-local  content  tor 
sites,  classilied  aggre¬ 
gation  lor  geographic 
areas  and  group  owner¬ 
ships 


Comprehensive  suite  ot 
services  lor  online 
newspapers,  including 
hosting,  ISP  resale, 
other  soltware  tools 


Supports  streaming 
video,  e-mail,  hot- 
links,  360-degree  pho¬ 
tos,  maps,  priority  list¬ 
ings,  graphics,  vertical 
markets,  private  brand¬ 
ing  and  session  track¬ 
ing  intormation 


Source.s;  Companies,  E&P  re.searth 
All  information  is  current  as  of  Aug.  1 
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Here  we  take  a  look  at  the  major  vendors  for  the  newspa-  We  also  take  a  l(X)k  at  the  major  verticals  for  online  classi- 
per  industry:  Classified  Wntiires,  AdOne,  FowerAdz.com,  fieds:  automotive,  employment,  and  real  estate.  As  niche  sites 

International  Newspaper  Network,  rhom.son  Interactive  .Media,  become  more  important,  the.se  categories  will  no  doubt 

and  InfiNet.  There  are,  of  course,  many  other  players,  and  this  increa.se.  In  the.se  charts,  newspaper-affiliated  networks  are 

li.st  is  by  no  means  all  inclusive.  There  are  many  .smaller  com-  .stacked  up  against  tough  competitors  like  HomeStore.com, 

panics  who  provide  online  cla.ssifieds  ,ser\  ice.s  to  newspapers,  Carpoint.com.  and  .Monster.com.  In  a  few  ca.ses,  the  newspa- 

and  do  a  good  job  at  it.  But  here  we  examine  the  largest  and  per  indu.stry’s  ventures  seem  to  lx*  holding  their  own  again.st 

best-known  players.  With  the  fast-changing  nature  of  the  competitors.  In  other  ca.ses,  newspapers  Uxjk  a  bit  weak, 

industiy,  we  have  no  doubt  that  some  new  names  will  appear  For  another  compari.son  of  verticals,  .see  the  audience  inea- 
on  this  li.st  next  year.  surement  figures  on  page  32. 


Employiiient  ••§•§§••  AutonwbflesForSafe*****  Apartments 


Employment  Classifieds 


COMPANY 

OWNERSHIP 

N®-  OF 

JOBS  USTED 

N®-  OF 
RESUMES  IN 
DATABASE 

ALUANCES  W/  OTHER 
WEB  SITES, 

CONTENT  PROVIDERS 

OTHER  FEATURES 

BUSINESS  MODEL 

Monstertom 

TMP  Worldwide 

240,000 

1,700,000 

AOL,  USA  Today,  US  West, 
Yahoo!,  About  Work,  others 

Full-leatured  employment  board; 
Monster  Talent  Market  for  free  agents 
and  consultants 

Employers  pay  to  post  ads  or  access 
resumes:  services  free  to  employees. 
Talent  Marker  allows  freelancers  to 
accept  bids  tor  their  services 

. 

‘  CaraarMosaic 

' 

Bernard  Modes 

106,000 

— 

150,000 

30  partnerships 

Industry  specific  sites:  healthcare, 
insurance,  accounting  and  finance, 
sales  and  marketing,  engineering, 
human  resources  and  public  sector, 
community  job  fairs,  career  resources, 
and  section  for  college  students 

Employers  pay  to  post  ads  or  access 
resumes;  services  free  to  employees 

i  HotJobs.fom 

Publicly  held 
(Nasdaq:  HOTJ) 

40,000 

495,000 

More  than  2,000  "member"  employers: 
recruiters  excluded;  resume  access  by 
specific  companies  can  be  blocked 

Employers  pay  to  post  ads  or  access 
resumes;  services  tree  to  employees 

Ta<hi«s.<oin 

i 

RIT  Systems 

4,700 

100,000 

AOL,  Digital  City 

_ 

Develops  local  relationships  with 
technical  community,  organizations, 
companies,  etc.  Jobs  are  posted 
locally,  then  aggregated  into  a  nation¬ 
al  database.  Employers  pay  to  post 
ads  or  access  resumes:  services  free  ; 
to  employees  ■ 

^  YohoolCarMrs 

: 

Publicly  held 
(Nasdaq:  YHOO) 

500,000 

Not  disclosed 

Careers.wsj.com,  Vault  Reports, 
WetFeet.com,  Webhire  Inc.,  Small 
Business,  Bureau  ol  Labor 
Statistics,  Ask  the  Headhunter, 

High  Technology  Careers 

Magazine.  Working  Wounded. 
Bplans.com.  oltice.com,  Webhire, 
CareerBuilder's  Network, 
CareerMosaic,  DICE, 
Headhunter.net,  HoLlobs,  Net- 
Temps,  Westech  Virtual  Job  Fair, 
others 

Career  related  news,  in-depth  industry 
profiles,  relocation  resources,  links  to 
businesses  and  career-related  Web 
sites.  College  Central 

Global  Internet  media  company;  focus  - 
on  career  management  over  long  T 

term  | 

i 

c 

■  Jobs.rom 

i 

i 

!i 

Privately  held 
(CBS  owns 

38%) 

4,800 

18,000/month 

Broadcast.com,  Digital  City, 
collegestudent.com.  College 
Directory  Publishing 

Connects  job  seekers  and  employers 
with;  free  Resumail  (resume  >  e-mail), 
Resumail  system  eliminates  "garbling” 
and  other  challenges  associated  with 
e-mail,  free  Resumail  Recruiter  Soft¬ 
ware  "catches”  resume  with  filing,  sort- 
ing.formatting.  and  tracking  capabilities 

Employers  pay  to  post  ads  or  access 
resumes;  services  free  to  employees. 

1 _ j 

Knight  Bidder, 

New  York  Times 
Co.,  Times 

Mirror.  Tribune, 
Washington  Post 
Co.,  Cox 
Interactive 

Media,  Gannett 
Co.,  Hearst  Corp. 

480,000 

700,000 

Infoseek,  Netscape,  PointCast, 
WhoWhere,  IntoSpace,  Planet 
Oasis,  others 

Immigration  content,  wardrobe 
information.  CareerLeader  career 
assessment  tool.  Currently  no 
"meta-search”  to  review  all  jobs; 
jobs  must  be  searched  by  specific 
newspaper  due  to  maintenance  of 
multiple  databases.  Databases 
scheduled  to  be  integrated  by 
November. 

Ads  from  participating  newspaper 
classifieds  sections  are  included  at  a  _ 
cost  to  the  newspaper;  some  papers  - 
"cherry-pick”  ads  and  post  only  those 
of  national  interest.  Both  CP  and  affil¬ 
iate  papers  sell  additional  postings  to  ~ 
employers. 
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Automotive  Classifieds 


r 

COMPANY 

OWNERSHIP 

N®-  OF 

NEW  CARS 
ON  SITE 

N®-  OF 

USED  CARS 
ON  SITE 

ALUANCES  W/  OTHER 

WEB  SITES, 

CONTENT  PROVIDERS 

DEALERSHIPS 

Autobytel 

Publicly  held 
(Nasdaq:  ABTL) 

N/A 

40,0004 

Excite.  Lycos,  AT&T  Wortdnel  Services, 

Kelly  Blue  Book,  Edmunds. 

Classlfleds2008,  Lending  Tree/CMSI, 
InsureQuote,  Pace  Publications. 

Doubleclick 

2,865 

Dealers  pay  monthly  membership 
tee,  plus  additional  charges,  to 
receive  leads.  Also  otters  insur¬ 
ance.  financing,  warranties,  and 
related  services. 

Autoweb 

Publicly  held 
(Nasdaq:  AWEB) 

N/A 

65,981 

Exclusive  relationship  across  all  AOL 
properties.  Relationships  include  Yahoo!, 
HotBol.  State  Farm  Insurance,  Warranty 

Gold,  and  others 

5,000 

Dealers  pay  tor  leads  received. 
Approx.  70%  deaier  sales  and 

30%  consumer  offerings  and 
sales 

Corpeint 

Microsoft 

10,000 

100,000 

Content  is  15%  original  and  85%  from  part¬ 
ners  such  as  Kelly  Blue  Book,  Auto 
Information  Center  and  Auto  Information 
Services  (Airtosite) 

3,000 

Dealers  pay  on  tier-based  model 

DriveOlf/ 

Novidec 

Publicly  held 
(Nasdaq:  NVDC) 

DriveOlf  is  wholly 
owned  subsidiary 

N/A 

N/A 

CBS,  Wells  Fargo,  First  Union  Capital 

Markets:  numerous  sites  participate  as 
atfiliate  or  affinity  partners.  DriveDff.com 
also  develops  LeaseSource.com  and 
CarWizard.com 

1,000  expected  in 
40  markets  by 
first  quarter  2000 

Consumers  transact  the  entire 
purchase  online.  Dffers  binding 
monthly  payment  and  price  quotes, 
and  the  ability  to  track 
a  vehicle  purchase  online. 

AutoConiiod/ 

AutoTredor 

(Merger 

eipetled) 

Manheim  Auctions  Inc. 

(a  subsidiary  of  Oix 
Enterprises  Inc.), 
landmark 

Communications,  and 
Automatic  Data 
Processing  Inc.  (AOP) 

Stt  PQ.  22  kK  mrgtr  MtUi 

N/A 

1.25  million 
expected 

Yahoo!,  WebCrawler,  Lycos,  HotBot,  America 
Online,  and  CompuServe 

32,000+ 

Consumers  post  ads  for  free;  deal¬ 
er  ads  and  all  other  ads  from 

Trader  Publications  will  be  posted 
online  as  well.  Web  site  will  be 
*heavily  promoletT  In  the  print 

Trader  publications 

■ 

Classified  Ventures  LLC 

New-car 
shopping  ser¬ 
vice  iaunched 
Aug. 12 
numbers 
unavailable 

200,000+ 

AOL,  Altavista,  Go  N+twork,  USA  Today, 
Excite,  WebCrawler,  Netscape.  PointCast, 
Entrypoint,  CarTalk,  BlackVoices.com. 
InsWeb.  CreditLand,  and  Carfax 

800 

(representing  1,500 
franchises) 

Dealers  pay  $750  to  $1 .500  per 
month  to  post  inventory  on 
cars.com:  development  and  man¬ 
agement  ot  dealer  Web  site: 
leads,  training  ^ 

Real  Estate  Classifieds 


OWNERSHIP 

N®-OF 

HOMES/ 

APARTMENTS 

OTHER  FEATURES 

ALUANCES  W/  OTHER  WEB  SITES, 
CONTENT  PROVIDERS 

BUSINESS  MODEL 

■mmAMsut 

Microsolt 

Hoffles:750.000 

Apartments: 

millions 

OneR  six  key  areas: 

•Getting  Started 
•Finding  a  Home 
•Neighborhood  Finder 
•Finding  a  loan 
•Otter  and  CIosIm 
•Resources  and  S^ces 

Center 

HomeSeokeR.com,  ApartmenlGuide.com. 
ImproveNet,  GeoCities,  and  Seare. 

Thwttsnds  of  listing  agreements  with  MLS 
and  brokeR. 

National  lendeR:  Chase  Manhattan 

Mortgage  Corp.,  Countrywide  Home  Loans 

Inc.,  Prism  Mortgage  Co.,  GMAC  Mortgage, 
atMl  othm 

Revenue  from  three  sources: 

•Advertising  lees 
•Particigsting  lendeR 
•Licensing  of  back-end  technology 
platform  to  companies  In  the  real  estate 
and  mortgage  industries 

RMltor.xow 

SpriwgStreet. 

tom 

HomeStore 

.com 

Publicly  held 
(Nasdaq: 

HOMS) 

Homes:  1.3 
million 

Apartments: 

6  million 

Full-featured  real  estate 
sites,  including  financing, 
insurance,  relocation, 
moving,Q&A,  glossary,  and 
other  features 

Cox  Interactive  Media,  Bamboo.com, 

A0L.com,  Digital  City,  CompuServe.  Go 

Network.  Excite,  Lycos,  The  Wall  Street 

Journal,  otheR 

Realtor.com  obtains  exclusive  access  to  listings 
from  RealtoR  through  Multiple  Listing  Services: 
new  homes  from  buildOR  through  an  alliance 
with  the  National  Association  of  Home  BuildeR; 
apartments  from  developeR 

Hewn  on 
Notworkpcowi 

Classified 
Ventures  LLC 

Homes:  52,000+ 
(roHoNt  with  local 
newspapeR 
scheduled  tor 
September) 

Yahool  classifieds:  featured  on  newspaper 

Web  sites  (see  Apattments.com) 

Works  with  affiliated  newspapeR  ttutiugh  a 
whoiesale/retall  model. 

Collects  revenues  tor  Hs  online  advertising  and 
distribution  services  it  provides  to  its  resp^ve 
customoR. 

Ottere  three  levels  ot  progressively  more 
detailed  advertising  packages  lor  buildeR  and 
davalopeR 

Ronl.Mt 

Cendant 

Publicly  traded 
(NYSE:  CO) 

4  million 

Full-teatured  apartment  rental 
site  with  furniture  rental  dis¬ 
counts,  home  listings,  mort¬ 
gages,  banking,  insurance, 
career  information,  etc. 

NBC.  US  West.  OtheR 

Apartment  owneR  pay  listing  lees;  transaction 
and  advertising  revenue  from  other  provideR 

Aoortwaot 

SvMsoCom 

_ 1 

HPC 

Putrlications, 
a  division  ot 
Primedia  Inc. 

4  million+ 

Special  renter  discounts. 

Shop  &  Compare,  Moving 
Resources 

Exclusive  apartment  provider  to  Microsoft 
HomeAdvlsor,  premier  site  for  rest  of  MSN, 
Yahoo!,  Excite,  AOL  Classifieds.  InfoSpace, 
QoZNal,  ottiOR 

Goal:  Allow  renter  to  complete  the  entire 
move  planning  process  online. 

Lmreragi  success  in  print  to  obtain  online 
leadetthto 

■ 

Classified 
Ventures  LLC 

1  million 

(Plans  to  roll  out  on 
local  newspaper 
sites  in  September. 
Includes  3,000 
directly  from  apart¬ 
ment  complexes 
and  17,000  aggre¬ 
gated  from  newspa¬ 
per  atflliates) 

Pereonalized  searehes;  visual, 
detailed  apartment  ads  in  full 
color,  expandable  photos: 

Smart  Mail 

America  Online,  Yahoo!,  Snap,  Excite,  Web 
Crawler,  ATST  WorldNet.  Featured  on  washing- 
tonpost.com,  latimes.com, 
chicagotribune.com,  USAToday.com,  and  sites 
of  25  other  leading  newspapeR.  Expected  to  be 
featured  on  more  than  130  newspaper  sites  by 
tiRt  half  ot  2000. 

Works  with  affiliated  newspapeR  through  a 
wholesale/retail  model. 

Apartment  owneR  pay  listing  lees:  transaction 
and  advertising  revenue  tram  other  provideR. 
Collecis  revenues  for  its  online  advertising 
distribution  services  provided  to  respective 
cuslomeR. 

_ J 
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lYour  prescription  for 

Profit 


n' 


Likely  side  effects: 

Innovation  and  Vision 


f ■ 

* '  Classified  IQ:  Internei  Classifieds 

•  Directory  Express:  Listings  and  Guides 

•  Encore:  Website  Builder 

•  Homestretch:  Verticals 

Stop  by  Booth  #11  at  the  Online  Classified  Industry  Symposium  this  September 
For  a  good  profit  coll  Thomson  Interactive  Medio  at  888.425.1044  or  visit  us  at  http;//www.tim.com 


THE  EVOLUTION  OF  THE  BUTTON 


brief  history 


1 


the  i^th  floor  button 


the  right  flipper  button 


the  power  button 


Take  advantage  of  the  AltaVista  Internet 
partnership.  It  all  begins  with  the  push  of  a 
button.  Namely,  the  button  on  Compaq’s 
Internet  PC  keyboard  that  zips  users  to  the 


nearest  AltaVista  powered  Web  site.  If 
that  site’s  yours,  this  evolutionary 
development  could  have  a  revolutionary 
effect.  And  it’s  just  the  start.  AltaVista 


the  rewind  button  the  spare  button  the  “access 

to  your 
site  from 
every  new 
Compaq 
PC  sold” 
button 


HomebaseTM  combined  with  AltaVista  Search 
creates  the  Internet’s  leading  local  portal 
service— including  e-mail,  shopping,  stock 
quotes,  weather  and  much  more.  To  make 


sure  your  online  success  is  all  buttoned 
up,  just  press  these  phone  buttons: 
(650)  429-4400. 


Zip2*  Division 


niillion-dollar  distriliution  deals  with 
©Home,  America  Online,  AOL.com, 
CompuServe,  Lycos,  HotBot,  Snap, 
Wel:)Crawler,  Yalioo!,  and  tlie  local  and 
regional  sites  of  Cox  Interactive  Media. 

AUTOBYTEL.COM 

while  many  print  cla.ssified  puhlish- 
Internet  vendors.  '* rushing  to  get  onto  the  W'eh, 

AutoConnect.com  and  Auto  Trader  Autobytel.com  of  Ir\ine,  Calif.,  is  mov- 

Online  are  merging  this  fall  to  become  - - ing  in  the  other  direction  and  into  the 

AutoTrader.com.  When  they  complete  Autobytel  s  and  print  publishing  busine.ss.  The  company 

the  marriage,  the  new  site  will  li.st  more  Autoweb  s  share  prices  were  le.ss  than  afso  is  offering  .several  new  .sen  ices 

than  1.25  million  used  cars  and  trucks  one-quaiter  of  the  market  peak  at  this  online.  In  July,  Autobytel  bought  the 
from  the  world's  large.st  auto  database.  writing,  leaving  the  entire 
AutoConnect.com  carried  listings  from  field  un.settled. 
more  than  32,()(K)  dealers  and  Auto 
Trader  Online  carried  listings  from  over 

18,000  dealers  and  120,000  individuals  AUTOTRADER.COM 

when  the  merger  was  announced  in  July.  This  powerhou.se  will  be 
(For  a  ranking  of  auto  sites  by  audi-  owned  by  Trader  Publishing 

ence  popularity,  .see  page  32.)  Co.,  a  joint  venture  of 

.Meanwhile,  both  Autobytel.com  and  Landmark  Communications 
Autoweb.com,  the  two  best-known  pub-  and  Manheim  Auctions  Inc. 
licly  traded  automotive  Internet  compa-  (a  Cox  Enterpri.ses  Inc.  sub- 
nies,  claim  to  generate  more  than  SI  mil-  sidiarv  ),  as  well  as  Au- 

lion  in  new-car  sales  daily.  But  tomatic  Data  Processing  Inc., 

the  payroll-pro- 
cessing  and  deal¬ 
er  .software  com¬ 
pany. 

Consumers  and  dealers  publisher  of  Chilton  repair  manuals  for 

will  po.st  vehicles  —  with  no  $13  million  in  cash  and  about  S4.5  mil- 

charge  to  consumers  for  li.st-  lion  in  .stock.  Chilton  content  will  now 

ings.  The  site  is  expected  to  be  incorporated  throughout  the  Web 

reach  more  than  2.5  million  site. 

unique  visitors  monthly.  It  The  company  has  launched  Web  sites 
will  be  heavily  promoted  in  in  Sweden  and  Japan,  and  it  has  a 

all  the  Trader  Publishing  licensed  site  in  the  United  Kingdom, 

automotive  classified  print  along  with  plans  to  expand  in  both 

editions,  with  aggregate  Europe  and  Asia. 

weekly  circulation  of  about  Autob^tel,  which  charges  dealers  a 

2.5  million  copies,  and  will  monthly  fee  for  referrals,  reached  2,865 
retain  AutoConnect's  multi-  dealers  in  the  .second  quarter  of  1999, 


BY  PETER  M.  ZOLLMAN 


Among  all  automotive  Web 
sites,  .Micro.soft's  CarPoint  has 
drawn  the  most  MC4?b  traffic. 
But  the  company  could  .soon 
lose  its  No.  1  status  to  a  new 
megasite  created  from  the  merger  of  two 
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“Media  companies  were  among  the  first 
to  embrace  the  web,  but  have  had  the 
hardest  time  finding  a  business  model 
that  really  works.” 

-Barry  Parr,  Research  Director 
~  IDC  (internet  and  eCommerce  Strategies) 


We  have  the  answer. 


citysearch.com 


An  Award-Winning  City  Guide  Network 


4^ 

AcftmBkjit  V  Y 

lanion-^unc.  c9  www.la^times.com 


ITiK  BAi:nMORK  SUN 

THEJ^smAGE 

S^t)etDasl|ill9t0n|)09t  ^f^ijbiwiiJHominflil^frnlb  Scandinavia  Online 


For  more  information  regarding  city  guide  opportunities  with  citysearch.com,  please  call  626-405-0050. 


with  512,000  purchase  reciuests  in  tlie 
quarter,  or  about  171,000  a  niontli.  (Not 
all  purchase  requests,  of  course,  turn 
into  sales.)  It  claims  to  generate  “nearly 
as  many  new-vehicle  sales  as  its  two 
clo.se.st  competitors  combined.” 

Like  mo.st  automotive  sites,  Autobytel 
receives  ancillary  revenues  from  sales  of 
service  contracts  and  extended  war¬ 
ranties,  insurance  quote  .services,  and 
other  auto-related  products  and  .services. 
It  launched  a  SI  5-million  advertising 
campaign  in  late  July  to  increa.se  brand 
awareness. 

AUT0WEB.COM 

Autoweb. com  Inc.  of  Santa  Clara, 
Calif.,  has  more  than  5,(K)()  dealers  in  its 
network,  but  since  they  don't  pay  to  join 
—  only  for  referrals  they  receive  —  it  s 
of  little  importance  that  the  network  is 
nearly  t\\  ice  as  big  as  Autobytel's. 

It  was  scheduled  to  launch  "direct-to- 
consumer"  sales,  where  the  customer 
submits  a  purcha.se  reriue.st,  then  makes 
a  deposit  for  the  car  directly  with 
Autoweb,  in  Augu.st.  Other  sites,  includ¬ 
ing  CarsDirect.com  and  DriveOff.com, 
have  developed  or  .staited  direct-to-con- 
sumer  .services;  CarsDirect.com  launched 
in  May.  AutoNation,  the  largest  car  deal¬ 
er  in  the  I'.S.,  offers  a  direct-sale  .ser\ice 
that  went  online  in  June,  .selling  cars 
from  2-40  of  its  dealerships. 

.Autoweb  also  Ix-gan  a  .ser\ice  in 
Augu.st  .so  member  dealers  could  post 
complete  used-car  insentories  online 
automatically,  without  manual  input. 
The  company  .says  it  reached  t  million 
visitors  in  June. 

CARS.COM 

This  site  is  the  most  e.stablished  of  all 
Classified  Ventures  sites,  but  many  of  the 
company's  110  newspaper  affiliates  ha\  e 
yet  to  be  launched.  The  Chicago-ba.sed 
group  says  it  has  over  2()(),00()  u.sed  car 
li.stings. 

A  new  car  shopping  senice  ju.st 
launched  last  month.  The  number  of  li.st¬ 
ings  in  the  new  sen  ice  was  not  available 
at  pre.ss  time,  but  cars.com  officials  .say 
they  expect  800  dealers  to  eventually  be 
represented. 

CARPOINT 

Category  leader  Microsoft  Corp.'s 
Carpoint  in  Redmond,  ‘'Oi-ash.,  has  about 
2.500  dealer  members,  and  is  widely 
prai.sed  for  its  ease  of  use  and  clejMh  of 


CarPoInt 


N«w<Car 
OMytnf  $«rvfe« 


Cvtit  Trucks 


Insurance 


OooiMsbury 


national  content.  It  offers  more  than 
50  "surround"  clips  .so  u.sers  can  vir¬ 
tually  pan  and  zoom  inside  and 
around  the  outside  of  cars. 

The  site  includes  ancillaiy  .senices 
from  both  In.sweb  and 
CarFinance.com.  chat, 
maintenance  reminders, 
and  personal  car  pages 
with  special  offers.  The 
site  has  been  higly  rated 
for  its  side-by-side  com- 
pari.sons  and  rebate  reports. 

Peter  M.  Zollnnin  (pzoll- 
nuni@ci(>Lc()in )  is  priiicipcil 
of  Adrcmced  l)ilenictive 
Medici  Clroup  U.C. 
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IN  A  WORLD  WITH  MORE  STORIES  THAN  SPACE, 
WE'RE  WHERE  YOUR  COMMUNITY  FITS  IN. 


HOME  OF 


r)  ichat 


See  our  new  CPS  4.0  at  booths  225  and  230  at  the  NAA  Convention. 
919.767.1061  BUILDING  COMMUNITIES  ONLINE  wmw.koz.com 


crowded 


HOUSE 


The  online  real  estate 
market  is  filled  to  the 
rafters  with  competitors 


BY  PETER  M.  ZOLLMAN 


omestore.com  is  far  anti 


away  the 

biggest  online 

competiti\'e 

threat  today  to 

newspapers 

in  the  real-e.state 

field.  But 

Homestore  may 

A  reahestate  portal 
that  hasn't  even 
launched  yet  may  end 
up  giving  nev/spapers 
more  challenges  than 
any. 


have  a  few  Ixittles  of  its  own  to  fight 
over  the  next  few  niontlis.  And  a  real- 
estate  portal  tliat  hasn't  even  laimelied 
yet  may  end  up  giving  newspapers  more 
challenges  than  any. 

ffomestore  went  public  in  mid- 
Augu.st  and,  despite  a  down  market  in 
Internet  stocks,  immediately  rocketed  to 
more  than  double  its  offering  price.  At 
this  writing,  its  total  market  capitaliza¬ 
tion  was  S2.-t  billion.  Among  its  online 
busine.s.ses: 

•  Realtor.com  has  1.3  million  listings, 
by  far  the  highest  total  in  the  United 
States. 

•  Springstreet.com  carries  more  than  6 

million  apartment  li.stings  from  more 

than  45,()()()  properties. 

•  Uomebuilder.com  includes  more 

than  100, ()()()  new  homes. 

•  CommercialSource.com  offers  links 

to  commercial  property  listings. 


^SOON-TO-BE-CREATED' 

An  even  bigger  behemoth  may  be  on 


the  horizon.  '\'ou  may  be  unfamiliar  with 
Cendant,  a  troubled  company  that  went 
through  a  financial  and  ,st(Kk-market  di.s- 
aster  after  it  w  as  formed  out  of  a  merger 
two  years  ago.  But  certainly  you're 
familiar  with  the  brand  names  it  fran¬ 
chises:  Centuiy-  21,  Coldwell  Banker, 
ER,A,  and  Welcome  Wagon  —  along  w  ith 
Avis  car  rentals,  Re.sort  Condominiums 
Inter-national  (the  time-share  .swap  com¬ 
pany),  Days  Inn,  Ramada,  Super  8,  and 
literally  dozens  more,  including 
Rent.net,  an  online  apartment  site. 

What's  Cendant's  next  busine.s.s?  A 
“soon-to-be-created  residential  real 
e.state  .services  portal,"  the  company 
promi.ses.  If  it  can  combine  the  power  of 
Centur>'  21,  Coldwell  Banker,  and  ERA 
online,  perhaps  even  Home.store  and  its 
high-tlying  inve.stors  should  be  nervous. 

Add  Micro.soft's  strong  HomeAdvi.sor, 
which  is  .strengthening  its  depth  by  the 
day,  to  the  crowded  market  and  you  get 
a  sub.stantial  threat  to  the  print  classified 


One  advantage  that  all 
the  national  sites  have 
over  newspaper  Web 
operations  is  that  they  can 
negotiate  once  for  content, 
services,  and  advertising 
on  a  national  basis. 


franchi.se  that  newspapers  once  ruled. 

Perhaps  the  bigge.st  threat  to  newspa¬ 
pers  is  the  top.sy-turvy  busine.ss  model. 
Newspapers  .see  real-e.state  listings  as 
advertising  —  for  which  they  (of  course) 
want  to  get  paid.  Real-e.state  portals  see 
the  listings  as  "content,"  so  they  fre¬ 
quently  pay  real-e.state  agencies  or  mul- 
tiple-li.sting  .services  for  the  right  to  use 
the  li.stings.  The  listings,  in  turn,  are 
intended  to  drive  more  achertising  and 
tran.saction  revenue. 

Many  of  the  real-e.state  portals,  mo.st 
notably  HomeAdvi.sor,  offer  real-e.state 
agents  free  home  pages  —  as  a  means  to 
lure  them  away  from  the  newspaper, 
develop  wider  content,  and  upsell  the 
agents  to  substantially  more  comprehen¬ 
sive  (and  more  expensive)  content  and 
advertising  .ser\  ice.s. 


HOMESTORE.COM 

Despite  its  online  depth  and  high- 
profile  backers  —  including  the  National 
Association  of  Realtors,  National 
A.s.sociation  of  Home  Builders,  Eannie 
Mae,  and  venture-capital  firm  Kleiner 
Perkins  Canfield  and  Byers  — 
Homestore  is  not  without  its  problems. 
77h‘  \Xa/l  Street  Jonnuil  reported  in 
August  that  the  company  was  under 
inve.stigation  by  federal  regulators  for 
po.ssible  antitrust  concerns  becau.se  of  its 
exclusive  arrangements  with  local  real 
e.state  boards.  CEO  Stuart  Wolff  was 
quoted  as  .saying,  "We  are  providing 
what  consumers  want,"  and  there's  been 
no  formal  word  from  the  feds  of  any  fur¬ 
ther  action. 

At  the  .same  time,  Home.store  is  being 
sued  for  §300  million  by  Cendant,  which 
charges  that  it  had  agreed  with 
Home.store  on  a  cash-and-equity  deal  to 
provide  its  li.stings,  but  that  Home.store 
never  provided  the  ecjuity  to  Cendant. 
"Wt  believe  Cendant’s  allegations  are 
without  merit  and  we  intend  to  defend 
our  position  vigorously,"  .says  Karen 
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ICLASSIFIEDS 


com,  and  HomeHunter.  And  while  many 
of  them  offer  the  same  —  or  stronger  — 
feature  sets  than  their  stand-alone,  non¬ 
newspaper  counterparts,  they  are  in 
many  ways  hamstaing  by  the  same 
problems  that  have  confounded  news¬ 
papers  generally  as  they  have  moved 
online:  fear  of  cannibalization;  lack  of  a 


committed,  effective  sales  force;  loss  of 
the  first-mover  and  local  advantages;  an 
unwillingness  to  commit  to  real  (i.e., 
“cash”)  promotion;  and  a  hesitation  that 
has  slowed  development  to  a  crawl 
while  companies  like  Homestore  and 
Microsoft  have  ramped  up  at  warp 
speed. 


Many  of  the  real-estate 
portals  offer  real-estate 
agents  free  home 
pages  -  as  a  means  to 
lure  them  away  from 
the  newspaper. 


Fulton,  spokesperson  for 

Homestore.com  Inc.,  based  in  Thousand 
Oaks,  Calif. 


CENDANT 

New  York-based  Cendant  Corp.  does 
not  actually  sell  any  real  e.state  or  own 
any  brokerages.  It's  strictly  a  franchisor 
of  real-estate  brands  (and  many  other 
brand  names).  But  with  the  potent  trio 
of  Century  21,  Coldwell  Banker,  and 
ERA  real-estate  agencies,  Rent.net,  and 
.several  related  busine.s.ses  —  including  a 
major  mortgage  company  and  an 
employee-relocation  .service  —  the 
potential  for  Cendant’s  real-estate  portal 
cannot  lx;  overestimated.  Company  offi¬ 
cials  were  unavailable  for  comment  on 
when  it  would  launch. 


MICROSOFT'S  HOMEADVISOR 

Although  HomeAdvisor  has  only 
about  60%  of  the  number  of  home  list¬ 
ings  on  Realtor.com,  it’s  a  well-designed 
and  comprehensive  site  that  consi.stently 
shows  up  near  the  top  of  the  real-estate 
portal  traffic  numbers.  And  it  is  growing 
.steadily.  It  announced  listing  agreements 
in  August  with  brokers  and  multiple-list¬ 
ing  .services  to  raise  its  total  to  750,000 
nationally,  as  well  as  relationships  with 
Homes.com  and  The  Real  Estate  Book. 

One  advantage  that  HomeAdvisor 
and  all  the  other  national  sites  have  over 
newspaper  Web  operations  is  that  they 
can  negotiate  once  for  content,  serv'ices, 
and  advertising  on  a  national  basis  — 
and  then  make  it  available  uniformly  on 
the  site. 

The  Hip  side  of  that,  of  course,  is  that 
none  of  the  national  sites  are  .staffed  or 
designed  to  provide  truly  local  support, 
local  content,  and  kxal  .services  —  all 
newspaper  strengths  that  are  virtually 
unbeatable  by  a  national  portal. 


YOUR  POSITION  AS  THE 


Expand  your  position  as  the  leading  local  content  provider 
with  Celebro  CityServer'”  Celebro  CityServer™  offers  virtually 
unlimited  choices  for  City  Guide  publishing.  CityServer™ 
software  produces  customized  guides  for  Real  Estate,  Automotive, 
Dining,  Entertainment,  Communitiy  Events  and  more.  Celebro 
CityServer’s™  unique  WeblPrint"  feature  allows  turnkey  flow  of 
content  from  active  web  pages  into  print  media.  The  Automotive 
and  Real  Estate  modules  utilize  this  Web2Print™  processing  to 
create  seamless  display  ads,  agate  ads  and  targeted  niche 
publications.  This  WebZPrint"  technology  greatly  reduces 
the  amount  of  labor  required  to  drive  both  electronic  and 
print  media  publications  simultaneously. 

a  Protect  your  newspaper’s 

franchise  with  Celebro  CityServer 

^  For  more  information  on  how  to  put 

Celebro  CityServer™  to  work  for  you 
■“z?-  I  call  Celebro  Advertising  Solutions 

/  1-800-801-3771 

PWjj^  ■  or  email  us  at  4info@celebro.com 


Ceifebro 


ifNINC 

guide' 


CUSSIFIED  VENTURES 

classified  Ventures  of  Chicago  offers 
.several  real-e.state  verticals,  including 
Apartments.com.  NewHomeNetwork. 


Gannett  Media  Technologies  International  •  131  W  Foutlh  Street  •  Cincinnati.  OH 


media  m/o.com  •  September  1999  27 


i  techies. 


^ii^classjficds 


Austin's  listinj>s  aru  |■K)\verccl  liy  Ixitli  lk*ll 
Atlantic's  Mij"  't'cllow  and  GFE's  su|xt- 
pages.com.  Austin  3<i0  lias  a  circuitous 
relationship  with  Southwestern  Ik-lls 
SMAK  I'-pages  com.  'I'ou  can  go  from  .kiO 
to  SMAKTpages.coni.  where  you  find  that 
the  directory  has  a  link  to  an  Austin  cit\ 
guide  of  its  own.  Once  you  click  through 
to  that  site,  you  .see  that  one  of  its  promi¬ 
nent  features  is  a  link  hack  to  Austin  .W). 

.Austin.CitySearch  is  unic|ue  among  the 
big  three  in  its  'I'ellow -Pages  presentation. 
The  site's  li.stings  are  proxided  by 
infofiSA.com.  but  there  is  no  direct  link  to 
the  directory.  Instead,  the  listings  are 
heax  ily  integrated  into  CitySearch's  exent 
and  iastitutional  li.stings.  '\'ou  can  t  simply 
click  on  a  A'elloxx  Pages"  icon  and  re¬ 
quest  a  phone  numlx'r  and  address  for  a 
business.  Instead,  xxhen  you  search  xari- 
ous  categories,  phone  numbers  and 
atldres.ses  are  returned,  along  xx  ith  infor¬ 
mation  on  .such  things  as  opening  and 
closing  times,  .sale  information,  and 
xxheelchair  acce.ss.  CitySearch  CKO 
Charles  (Jonn  says.  “We  think  a  topical 
''I'elloxv  Pages  is  a  pretty  dead  thing.  We 
like  ours  Ixvau.se  it  has  the  lifeblcKKl  of 
the  events  and  busine.sses  in  the  city. " 

.All  things  considered,  Austin  360  is  [xr- 
haps  the  mo.st  complete  site  in  this  direc¬ 
tory  capital.  It's  at  lea.st  competitixe  in 
exery  directory  category.  And  thanks  to  its 
"ki.s.s-your-.si.ster"  relationship  xvith  the 
Anmiccin-StatcswiHi.  it  has  all  the  Uxal 
flavor  and  richne.ss  of  a  chicken  fried 
.steak,  xvhich  means  a  lot  deep  in  the  heart 
of  Texas. 


II  1  nteractixe  directories  in  Austin  are 
I  j  as  plentiful  as  fire  ants,  and  incom- 
I  plete  directories  are  just  as  pesky. 
^  \J  There  is  literally  a  directory  in 
Au.stin  for  exery  2(K)  re.sidents. 

In  Yahoo/  Internet  Life  magazine's 
annual  ranking  of  America's  most-xxired 
cities,  Au.stin  placed  .second  oxerall,  up 
from  fourth  last  year.  The  ranking  takes 
into  account  home  and  xxork  Internet 
usage,  domain  nanx's  registered  in  the 
market,  Internet  hosts  per  capita,  content 
quality,  and  directory  density.  This  last 
measurement  comes  from  taking  the 
numlxT  of  Web  sites  dex oted  to  a  city  and 
dividing  by  the  population.  Au.stin  is 
.America's  most  directory-den.se  city,  xvith 
more  than  fixe  sites  for  every  l,(KK)  per¬ 
sons. 

As  l(Kal  guides  go  in  general.  Austin 
xx’ould  not  lx*  underserx  ed  if  only  one  of 
the  big  three  sites  xvas  operating  here. 
.Austin  360.  Digital  City  .Austin,  and 
Au.stin.CitySearch  all  haxe  thorough  and 
easily  .searchable  databa.ses  of  kxal  re.s- 
taurants  and  entertainnxnt  offerings. 
Au.stin  360  is  far  and  axxay  the  strongest 
site  for  Icxal  nexxs  and  content  integra¬ 
tion.  thanks  to  its  relationship  xvith  its  Cox 
Nexx’.spapers  Inc.  partner,  the  Austin 
Aniencan-Siatesnian. 

While  le.ss  reliant  on  breaking  nexvs. 
Digital  City  Au.stin  and  Au.stin.CitySearch 
can  .still  proxide  a  casual  broxv.ser  some 
insights  into  Uxal  life  and  attitudes  via  fea¬ 
ture  stories  and  online  interactixe  com¬ 
munities,  XX  ith  City.Search  hax  ing  the  mo.st 
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Have 


Get  in  the  habit  now  of  paying  yourself  first. 
Plan  a  budget  that  includes  a  long-term  invest¬ 
ment  in  your  future:  Editor  &  Publisher's 
Interactive  Newspapers  Conference  and  Trade 
Show. 

“2K''  is  being  planned  now. 

•  Mark  the  time  and  place: 

February  9-12,  New  Orleans,  Hyatt 
Regency  Hotel  and  Ernest  N.  Morial 
Convention  Center 

•  Plan  now  to  attend. 

•  Save  money  by  registering  at  the  rate  of 
just  $1,195  before  October  15. 


Not  in  your  budget?  May  we  make  a  less-than- 
subtle  suggestion: 

Find  a  place  for  it!  How  about  under  "Long¬ 
term  Investments  and  Professional  Development. " 

If  you  have  attended  in  the  past,  you  know  this  is 
not  the  kind  of  conference  you  go  to  once  and 
then  skip  for  a  year  or  two.  There's  just  too  much 
happening.  Would  you  skip  a  year  investing 
money  in  your  retirement  plan  or  kid's  college 
fund?  We  don't  think  so. 

If  you  haven't  attended  Interactive  Newspapers 
Conference  andTrade  Show  -  What  are  you 
waiting  for? 


0  o, 


iDKiia  Editor  &  Publisher’s  11“"  Annual 

Dv  INTERACTIVE  NEWSPAPERS 
^iCONFERENCE  AND  TRADE  SHOW 


February  9-12  •  New  Orleans  •  Hyatt  Resency  Hotel  and 
Ernest  N.  Morial  Convention  Center 


For  more  information  on  speaking  and  to  register,  contact  Kathy  Diamantopoulos  at  212-67&4380  ext.  503,  or 
kathyd@mediainfb.com.  Or  register  online  at  www.mediainfo.com/conferences.  For  information  on  sponsorship, 
exhibiting  and  advertising  opportunities,  contact  Dennis  O'Neill,  212-67&4380,  ext.  155,  or  denniso^nediainfb.com. 
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BY  STEVE  SULLIVAN 

/■  BN  ey,  someone’s  in  my  account 
selling  this  Internet  stuIT!" 
■  ■  According  to  Leslie  Schultz. 

\B  B/  former  interactiw  brand  man¬ 
ager  for  Cox  Interactive 
.Media-Au.stin  in  Texas,  this  was  a  com¬ 
mon  lament  for  newspaper  classified 
advertising  .sales  people  in  the  mid- 
199()s.  In  Austin  and  elsewhere  around 
the  nation,  classified  representatives 
were  discovering  new  competitors  in 
their  previously  exclusive  territoiy. 

The  Austin  Americau-Slatesmau, 
owned  by  Cox  Newspapers  Inc.  of 
Atlanta,  is  the  city's  only  general-circula¬ 
tion  daily  and  was  not  accu.stomed  to 
fending  off  competition  for  cla.ssifieds. 
Schultz  says  newspaper  executives  were 
ju.st  beginning  to  realize  the  threat  pcxsed 
by  Internet  jilayers  such  as 
Cla.s.sifieds2()()0,  AutobyteI.com,  .Monster- 
board,  and  other  category'  killers.  They 
knew  they  had  to  act  quickly  to  protect 
their  local  classified  franchi.ses. 

In  September  1996,  Cox  Interactive 
Media  launched  Au.stin  360,  a  IcK'al  infor¬ 
mation  portal.  Later  that  .same  month, 
CitySearch  launched  a  competing  Au.stin 
directory.  Since  then,  other  sites  of  vary¬ 
ing  impact  have  followed,  including 
directories  operated  by  Digital  City, 
Sidewalk,  Yahoo!,  UkiiI  TV  and  radio  sta¬ 
tions,  and  almo.st  every  online  Yellow- 
Pages  player  in  the  business. 

Austin  360  was  created  and  is  main¬ 
tained  by  the  Au.stin  Cox  Interactive  staff. 
From  the  outset,  the  site  featured  limited 


George  Gutierrez  says 
online  classified  users 
appreciate  a  “local  feel.” 


since  a  redesign  of  the  site  la.st  month. 
The  new  site  includes  an  Anwricau- 
SUitcsmaii  channel  that  carries  the  full 
load  of  daily  content  from  the  paper, 
in.stead  of  ju.st  .selected  articles. 

Ironically,  it  is  the  richness  of  the 
local  content  that  be.st  distinguishes 
Austin  360  from  its  competitors.  .Schultz 
(\\  ho  is  currently  marketing  manager  for 
Au.stin's  Kx.com)  was  hired  in  March 
1996  to  create  what  ultimately  became 
Austinclassifieds.com,  a  collaborative 
effort  between  the  Americcui-Statesmciu 
and  Austin  360.  "When  Au.stin  360 
launched,  the  newspaper  supplied  the 
site  with  a  simple,  .searchable  database 


SUitcsnian’s  \ice  president  for  advertis¬ 
ing.  George  Gutierrez. 

Gutierrez  .says  seven  people  make  up 
the  online  classifieds  group,  including 
positions  for  production,  technical  .sup¬ 
port,  and  salespeople.  "There  is  a  .strate¬ 
gic  business  manager  who  oversees 
Austinclassifieds.com.”  he  explains. 
"They  work  directly  with  their  peers  on 
the  print  side.  For  e.xample,  the  automo¬ 
tive  online  .salesperson  will  work  with 
the  .sales  team  on  .sales  calls  and  .strate¬ 
gic  development  of  prospective  clients. 
We  work  collectively,  not  separately.” 

They  may  work  collectively,  but  Gu¬ 
tierrez  .says  that  revenue  from  the  classi- 


of  cla.ssifieds,  plus  the  paper’s  online 
archives,”  she  says.  “There  wasn’t  a  lot 
of  interest  in  a  content-integration 
iiKKlel.  I  .saw  that  the  new.spaper  had, 
and  had  archived,  all  this  information 
about  living  in  Au.stin  —  car  reviews, 
company  information,  how  to  find  a  job, 
neighborhood  profiles.  What  we  did  was 
build  content  around  the  cla.ssified  ads." 

While  the  newspaper  may  Ix'  unea.sy 
aliout  its  lack  of  editorial  control  of  the 
site,  it  has  managed  to  gain  control  of 
.Au.stincla.ssifieds.com.  The  online  classi¬ 
fieds  division  repxrrts  to  the  newspaper's 
cla.ssified  advertising  director,  who  in 
turn  reports  to  the  American- 


contributions  from  the  Aniericau- 
Slak'SiiKin.  Consistent  with  its  opera¬ 
tions  in  other  markets,  Cox  created  the 
Austin  360  brand  for  the  site,  rather  than 
building  on  the  Amencan-Skitesnuiu 
brand  that  has  been  in  the  market  for 
more  than  a  century. 

Newspaper  insiders  say  there  has 
been  a  .sen.se  of  fru.stration  at  the  lack  of 
editorial  control  the  new  spaper  has  over 
the  rrnline  product.  However,  sources 
say  the 
nevwspaper 
staff  has 
been  more 
satisified 


Texas  dassHieds  -  online  and  print  -  never  lose  their  lotal  to€us 
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tied  sales  goes  directly  to  the  American- 
Statesman.  Gutierrez  says  that  regardless 
of  whether  an  ad  is  sold  by  the  newspa¬ 
per  group  or  online  group,  the  customer 


gets  the  same  thing.  “If  you  buy  an  in¬ 
column  ad,  it  appears  on  the  Internet 
site  as  well  as  in  the  American- 
Statesnum,"  he  says.  “At  the  same  time 
we  download  to  our  pagination  system, 
the  feed  goes  to  online.  The  online  post¬ 
ing  appears  somewhere  around  8 
o'ckx.'k  in  the  evening.  We  occasionally 
receive  feedback  from  clients  who  sold 
a  prcKluct  from  the  online  listing  before 
the  newspaper  comes  out  the  ne.xt  day.” 

.although  there  may  lx?  some  internal 
bickering  over  con¬ 
trol,  it  doesn’t 
appear  to  make  a 
difference  to  the 
general  public. 

Media  Metrix  fig¬ 
ures  from  July 
show  Austin  360 
received  visits  from 
31%  of  Internet 
users  in  the  market 
during  a  30-day 
reporting  period. 

That  placed  it  at  the 
top  of  the  li.st  of 
local  city  sites. 

Ticketmaster  Online-CitySearch  placed 
.second  with  visits  from  22.4%  of  Au.stin’s 
Internet  population. 

The  two  leading  national  sites  with  a 
pre.sence  here,  Au.stin.CitySearch  and 
Digital  City  Austin,  each  bring  the 
.strength  of  their  national  networks. 
While  both  have  many  strong  features, 
they  are  challenged  by  trying  to  develop 
personalities  that  are  congruous  with 
Austin. 

Ticketmaster  Online-CitySearch’s 
Austin  site  contains  a  comprehensive 
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and  easily  searched  database  of  local 
in.stitutions  and  events.  With  a  produc¬ 
tion  staff  based  in  Austin,  it  is  able  to 
keep  its  listings  fresh  and  create  .some 
IcK'al  feature  content,  although  the 
bulk  of  its  IcK'al  news  and  weather  is 
handled  by  KTBC-TV,  Au.stin’s  Fox 
affiliate. 

Au.stin.CitySearch’s  classifieds  pose 
little  threat  to  Austinclassifieds.com, 
not  due  to  lack  of  effort,  but  because 
of  a  different  philo.sophy.  “What 
were  trying  to  do  is  focus  not  on 
cla.s.sifieds  per  .se,”  says  Charles  Conn, 
CEO  of  Ticketma.ster  Online- 
CitySearch,  ba.sed  in  Pasadena,  Calif. 
"We  don’t  want  to  try  to  compete  with 
the  newspapers  for  automotive  . 
classifieds,  for  example.  We  will  do 
the  things  we  think  we  can  add 
special  value  to.  We  think  our  local 
sales  force  and  local  presence  gives 
us  an  edge  in  certain  categories  like 
online  personals  and  online  employ¬ 
ment.  We  do  have  classifieds,  and 
more  are  coming  as  a  result  of  .some 
recent  deals.  But  our  primary  empha¬ 
sis  that’s  increased  the  difference 
between  us  and  other  Icxal  sites  is  the 
ability  to  get  things  done  on 
CitySearch  —  tickets,  hotel  reserva¬ 
tions,  re.staurant  reserv'ations.” 

Austin’s  Digital  City  site  quietly 

entered  the  local 
picture  during  the 
summer  of  1998. 
There  is  no  local 
sales  or  production 
staff,  but  it  does 
use  sev'eral  Austin 
stringers  for  kxral 
stories. 

As  it  does  in 
many  of  its  other 
60  markets.  Digital 
City  operates  its 
Austin  site  from  a 
regional  hub,  in 
this  ca.se  Dallas- 
Fort  Worth.  When  it  debuted  in  Austin, 
one  of  its  strongest  features  was  a  hot 
link  to  the  American-Statesman  for  local 
news.  That  feature  has  since  disap¬ 
peared,  leaving  the  site  without  a  local 
news  partner. 

Paul  DeBenedictus,  president  of 
Dulles,  Va. -based  Digital  City,  says  that 
negotiations  are  ongoing  to  line  up  local 
news  partnerships.  However,  he 
explains  that  “What  Digital  City  is  really 
about  is  not  about  all  the  news  in  Austin. 
It’s  about  i.ssues,  what’s  happening. 


We’re  not  trying  to  replace  newspapers. 
In  our  news  area,  we  have  an  issue  of 
the  day.  We  frame  an  issue  that’s  impor¬ 
tant  to  a  community  and  let  digital  citi¬ 
zens  in  Austin  talk  to  one  another  about 
what  makes  a  difference  in  their  lives.” 

Creating  community  among  local 
u.ser.s  is  one  thing.  Creating  a  local  feel 
to  the  site  is  another.  There  is  no  local 
sales  staff  working  Au.stin  for  classified 
advertising  dollars.  Instead,  advertisers 
submit  their  ads  online.  Digital  City’s 
cla.ssifieds  are  thorough  in  that  they  tap 
into  national  and  regional  databa.ses  and 
can  be  localized  through  automatic 
search  parameters.  And  all  the  calcula¬ 
tors  and  general  research  tools  are  avail¬ 
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able.  But  the  site  simply  cannot  match 
the  depth  and  breadth  of  local  informa¬ 
tion  available  via  Austinclassifieds.com. 

Gutierrez  acknowledges  the  network¬ 
ing  strength  of  the  national  sites.  “It  has 
become  much  more  competitive,  which 
is  why  we’ve  positioned  ourselves  with 
specific  partners,”  .says  Gutierrez,  noting 
that  Austinclassifieds.com  is  one  of  only 
a  handful  of  newspaper-affiliated  Web 
sites  in  the  U.S.  sharing  listings  with 
local  real  e.state  agents,  among  other 
local  partners. 

“This  community  is  accu.stomed  to 
utilizing  this  newspaper,  which  has  been 
in  busine.ss  for  almo.st  130  years,” 
Gutierrez  says.  “You  can  put  up  nation¬ 
al  sites  or  regional  sites,  but  there’s  no 
local  feel  whatsoever.  If  you  just  have  a 
directory  of  listings,  they’re  impersonal 
and  they  don’t  give  enough  information. 
Users  know  that  when  they  use 
Austinclassifieds.com,  we  will  help 
make  the  right  buying  decision  on  a 
local  basis.” 

Stet'e  Siillivan(sullicom@aol.com)  is  prin¬ 
cipal  of  Advanced  Interactive  Media 
Group  LLC.  He  lives  in  Austin. 
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SIZE 

doesn't  always  maUer 


Having  the  most  listings  doesn’t 
make  an  online  iiassifieds  site  No.  I 


BY  MARTHA  L.  STONE 

oiir  years  ago,  as  classified 
acisertising  sites  were  just  a 
glimmer  in  the  eyes  of  for¬ 
ward-thinking  media  execu¬ 
tives.  common  thought  was 
that  the  more  classified  listings  they  had. 
the  more  traffic  would  tl<K'k  to  their  sites. 
Hut  as  fate  would  have  it.  it  s  not  just  the 
bulk  of  li.stings,  hut  a  number  of  factors 
that  have  driven  the  mo.st  popular  sites  to 
the  height  of  [Yopularity. 

Brand-name  recognition,  consumer 
content,  clever  and  extensive  marketing, 
and  di.siribution  partnerships  have  lx.‘en 
the  key  t(X)l.s  in  pushing  the  likes  of 
.Mon.ster.com.  Realtor.com,  eBay,  and 
CarPoint  to  the  top  of  their  respective 
classified  verticals. 

It's  no  .secret  that  none  of  the  No.  1 
online  spots  are  filled  by  the  traditional 
media  companies  accustomed  to  control¬ 
ling  the  S  18-billion  cla.ssified  ad\erti.sing 
kingdom  in  print.  But  nev\spapers  are 
working  overtime  to  become  contenders 
in  online  classifieds,  which  are  projected 
to  lx?  worth  more  than  S2.9  billion  by 
2003,  according  to  Forrester  Re.search  of 
Cambridge,  .Mass. 

The  competition  for  dominance  con¬ 


tinues  to  lx-  hotly  contested,  underscored 
by  .Micro.soft  s  recent  failed  bid  to  secure 
the  exclusive  rights  to  hundreds  of  thou¬ 
sands  of  home  listings  from  Ilome- 
Store.com,  which  instead  gave  its  listings 
to  its  ow  n  affiliate,  Reaitor.com.  The  com¬ 
pany  .said  it  ■wanted  to  keep  the  listings 
in  the  family." 

The  com|X‘tition  also  manifests  itself  in 
marketing  madness.  Hotjobscom.  an 
employnxMit  listings  upstart,  dum|X*d  half 
of  its  1998  rev  enue  —  about  S2  million  — 
into  a  single  .3()-.second  National  laxuball 
League  SujX'r  Bowl  commercial.  Hotjobs 
reported  strong  traffic  for  weeks  after  the 
daring  (some  say  crazy)  advertising  buy. 
-Several  other  classified  verticals  also  are 
six*nding  tens  of  millions  of  dollars  on 
integrated  marketing  campaigns. 

While  .Mon.ster.com  has  Ixvn  prof¬ 
itable  for  three  ciuarters,  other  online  clas¬ 
sified  companies  are  predicting  cjrofitabil- 
ity  in  one  to  two  years. 

While  not  the  lx*st  in  any  categorv. 
classified  advertising  sites  owned  by  tra¬ 
ditional  media  are  .sc|uarely  in  the  top  two 
or  three  in  each  categorv  ,  based  on  traf¬ 
fic  and  number  of  li.stings.  Consider: 

•  Cars. com.  a  Cda.ssified  Ventures  site, 
claims  (depending  on  the  month)  the  No. 
2  or  No.  3  spot  for  auto-buying  informa¬ 


tion  and  li.stings,  after  .Micro.softs 
CarPoint.com.  Kelley  Blue  Book 
(http://vvvvvv.kbb.com)  and  Fxlmunds 
(http:  vvww.edmunds.com)  ftxus  more 
on  make  and  mcKlel  information,  and 
{)ffer  links  to  other  cla.ssifieds  listings 
sites. 

Cars. com  has  spent  over  S2S  million 
since  la.st  summer  on  advertising  and  di.s- 
tribution  on  such  sites  as  ,VnK*rica  Online. 
Go  Network,  InfoSeek,  and  others,  in 
addition  to  print,  outd(X)r,  TV.  and  radio 
adv  ertising  campaigns. 

Meanwhile,  its  clo.sest  competitor. 
CarPoint.  spends  millions  each  year. 
.Microsoft  will  spend  S18.3  million  this 
year  to  promote  all  of  its  content  sites, 
including  CarPoint  and  Kx|x*dia. 

•  CareerPath.com.  owned  by  a  consor¬ 
tium  of  newspapers,  claims  the  No.  2 
spot  for  stand-alone  career  sites  vv  ith  clas¬ 
sifieds  listings  after  the  appropriately 
gigantic  .Mon.ster.com.  a  nx\gasite  with 
more  than  double  the  traffic  of 
CareerPath.  The  company  also  Hexes  its 
marketing  mu.stle,  and  has  leveniged  its 
catchy  brand  name  much  the  way 
.Xmazon.com  has. 

Ik*n  Beilinson,  vice  presitlent  for  mar¬ 
keting  at  c;areerPath.  credits  a  more  than 
S2()-million  marketing  budget  for  driv  ing 
i|ualitv  traffic  to  the  site.  Its  marketing 
strategy  includes  a  distribution  deal  with 
Info.seek,  as  well  as  T\',  radio.  outd<x)r, 
print,  and  online  media  buys.  If  you 
include  free  ads  prov  ided  by  C^areerPath's 
newspajXT  partners,  the  total  advertising 
budget  is  probably  over  SSO  million. 

"Our  partners  understand  the  im|X)r- 
tance  of  building  the  brand."  liellinson 
says.  "It's  difficult  to  maintain  (our  traffic] 
numlxT  Ix'cause  the  costs  are  .so  great.  It 
d(x*s  no  g(xxl  to  have  [a]  site  without  traf¬ 
fic.  .Size  and  ciuality  are  im|X)rtant.  Our 
partners  promote  us  online  and  in  print 
to  build  brand  and  user  loyalty,  in  addi¬ 
tion  to  buying  media.  'IV,  radio.  outd(x)r. 


Top  Traffic  Draws  on  the  Web  (june  1999) 


AUTO  SITES 

Measured  in 

unique  visitors  in  the  thousands 

AUCTION  SITES 

Net  Ratings 
(home  usage) 

Media  Metrix 
(home  and  work) 

Net  Ratings 
(home  usage) 

-  Medio  Metrix 
(home  and  work) 

f 

Used  car  Kstings 

r 

CarPoint 

717 

1,309 

100 

eBay 

5,508 

8,655 

Cars.rom 

510 

788 

205 

Buy.com 

866 

2,029 

Autoweb 

66 

First  Auction 

333 

847 

Autobytei 

446  ^ 

40 

OnSale 

593 

1,354 

t^utoConnect 

n/a 

"^515 

900  y 

^Bid 

612 

1,946  j 
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HOMES/APARTMENT  SITES 

Net  Ratings  ^Medio  Metrlx 

(home  usage)  (h^  and  worit)  Number  of  Ustmgs^ 


RMltor.com 

1,180  ^ 

1,672 

(£  ^'370 

HomeAdvisor.com 

r i/a-S~ 

lfe/50 

Apartmenls.ioin 

L  568;.^ 

Rent.net 

]p>>000 

SpringStTMluoa 

o/a  ;  ^ 

356 

250 

V^omeFair.com 

n/a 

.  - J 

EMPLOYMENT  SITES 


Monstor.com 

1,690 

CarMrPoth.com 

635 

CarMrMotaic 

494 

\HotJobs.<oin 

k^292 

^1,700  230 

r  700  '  383 


^fsosl 


Sources;  Medij  Mcirix.  Net  Ratings,  companies.  Siies  were  categorized  by  metliainfit.com.  not  the  audience 
measurenR'nt  gnHips. 


We  are  spending  as  much  or  more  than  our  com¬ 
petitors.” 

Beilinson  says  he  doesn’t  expect  CareerPath  to 
be  profitable  tor  one  to  two  years.  Competitor 
Mon-ster  has  been  operating  profitably  for  three 
consecutive  quarters,  including  a  profit  of  $  1  mil¬ 
lion  in  1998  s  fourth  quarter.  TMP  Interactive, 
Monster.com’s  parent,  reported  that  revenues  for 
the  12-month  pericxl  ending  Dec.  31  were  $48.5 
million,  up  from  $18.6  million  in  1997. 

•  While  Realtor.com  claims  the  top  home-buy¬ 
ing  spot  with  an  estimated  93%  of  all  multiple  iLst- 
ings,  or  1.37  million  listings,  its  next  ckxsest  com¬ 
petitor,  Micro.soft’s  HomeAdvisor,  has  about  half 
that.  Classified  Ventures'  NewHomeNetwork  has 
ju.st  58,000  listings. 

But  in  the  apartments  category.  Classified 
^  Ventures’  brand,  Apartments.com,  is  strong  with 
almost  a  million  listings  and  a  clo.se  .second 
behind  Rent. net’s  traffic,  followed  by 
.Spring,Street.com.  But  Apartments.com  has  a 
long  way  to  go  to  launch  its  dozens  of  affiliates, 
which  Cla.s.sified  Ventures  executives  claim  will 
happen  by  the  end  of  the  year.  Apartments.com 
has  di.stribution  agreements  with  Yahtxj!,  Go 
Network,  and  AOL. 


MONEY 

Power. 


Two  out  of  three  ain’t  bad. 

With  InfiNet’s  classifieds  and  auctions  products,  money  and  power  will  be  yours. 

First,  the  money.  You  can  make  more  of  it  by  providing  easy-to-search  sites 
that  create  user-friendly  marketplaces,  with  products  like  Real  Estate  Web 
and  the  much-awaited  Real  Classifieds.  And  our  exciting  new  auctions 
product  gives  customers  access  to  local  auctions  directly  from  your  site, 
making  your  site  stickier  and  revenue  higher.  Best  of  all,  you  keep  the 
money  you  make — with  InfiNet,  there’s  no  sharing  advertising  revenue. 

Next,  the  power.  You’ll  revel  in  it  now  that  we’ve  partnered  with  Exodus  to 
create  the  most  robust  and  reliable  online  publishing  environment  possible 
today.  When  InfiNet  manages  your  content  delivery,  you  get  redundant 
Internet  connections,  a  high-capacity  network  infrastmeture,  multiple 
data  centers,  scalable  web-sen/er  architecture,  and  the  best  and 
brightest  tech  experts  at  your  service  24/7.  It’s  enough  to  impress 
the  powers-that-be. 

Two  out  of  three  looks  even  better  now,  yes? 


solutions@infj.net  800.391.8760  The  future  of  online  publishing. 
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TIui  Ri*piiblli<|ii  &  CvMiing  Herald  reaches  fonsw 

ne^lelter.  EdHor  Jim  KevKn  reports 
IJdDflNdus  subscribers  ond  on  odvertisbip  sponsor. 


TO  KEEP  CLASSIFIED  USERS 


While  only  a  couple  of  the  sites 
Hagen  studied  were  nevvs-related,  the 
issues  raised  are  rele\  ant  for  the  publish¬ 
ing  community.  For  iastance.  Schuylkill 
Online,  like  most  news  sites,  does  not 
have  in  place  any  way  to  formally  mea¬ 
sure  the  success  of  its  personalization 
efforts.  Only  about  16%  of  the  6-t%  of 
Web  sites  that  employ  some  personaliza¬ 
tion  effort  have  any  idea  of  whether  it 
works  or  not,  Hagen  says.  The  rest  ju.st 
rely  on  a  gut  sen.se. 

Last  year,  the  privacy  Issue  was  hin¬ 
dering  many  sites  frcjm  making  personal¬ 
ization  efforts.  This  year,  Forre.ster  says,  it 
is  the  complexity  of  the  technology. 


.^D,  Schuylkill  residents  can  request  e- 
mail  alerts  when  certain  types  of  mer¬ 
chandise  become  available.  Henr>’  Nyce, 
director  of  marketing  for  the  Repuhlican 
and  its  Web  site,  says  these  .ser\  ices  have 
a  place,  but  they  have  yet  to  lx*  a  rip¬ 
roaring  cu.stomer  draw.  Certainly,  they 
haven’t  been  as  succe.ssful  as  the  news 
department's  friendly  little  monthly  letter 
from  the  editor. 


BY  JENNIE  L  PHIPPS 


For  three  years,  Jim  Kevlin,  edi¬ 
tor  of  the  Pottsville  (Pa.) 
Republican  &  Efeninp,  Henikl 
(http://www.pottsville.com) 
has  been  sending  out  a  month¬ 
ly  e-mail  that  tells  fonner  residents  of  the 
Schuylkill  Valley  what’s  going  on. 

The  valley,  north  of  Philadelphia,  has 
_ _  a  lot  of  former 


Paul  R.  Hagen,  an  analy.st  at  Forre.ster 
Research  in  Cktmbridge,  Mass.,  a  compa¬ 
ny  that  keeps  tabs  on  online  trends,  d(x.*s- 
n’t  find  this  surprising.  He  directed 


There  are  vendors  that  will  do  the 
job  for  a  site,  but  there  are  problems. 
Of  those  sites  that  have  undertaken 
personalization,  either  by  them.selve.s 
or  by  out.sourcing.  40%  .say  they 
don’t  know  what  kind  of  personal¬ 
ization  would  work  best  for  them; 
another  2094  .say  they  don’t  have  suf¬ 
ficient  resources  to  do  the  job  right; 
and  16%  just  can’t  make  the  .software 
work  properly. 

The  Forrester  study  points  to 
Garden.com  and  Microsoft’s  C-ar- 
Point  as  sites  that  understand  per¬ 
sonalization  and  do  it  well.  For 
Garden.com  will  alert  a 


munity  that  attracted  Irish  immi- 
grants,  the  decline  in  coal  min- 
ing  forced  many  kxals  to  lea\’e  ® 

in  search  of  work  elsewhere.  ; 

Kevlin  sees  personalized  e-  C« 

mail  as  an  opportunity  for  his 
30,0()0-circulation  newspaper  to  - 

reach  new  readers.  And  he’s 
succeeding.  After  39  i.ssues,  the 
e-mail  letter  has  more  than  1  ,(KK) 
subscribers  worldwide,  and  one  S 

.steadfa.st  adverti.ser,  Yuengling  - 

Beer,  a  regional  brew  that  even  ■ 

those  far  from  home  remember  « 

fondly.  * 

Kevlin’s  e-mail  is  a  good  rc 

example  of  push  technology, 
the  active  pursuit  of  customers;  in.stead 
of  waiting  for  readers  to  visit  your  Web 
site,  you  entice  them  to  visit  with  fre¬ 
quent  e-mail. 

Schuylkill  Online  (http:, /www.jxjtts 
ville.com)  also  u.ses  push  technology  to 
.serve  classifieds  users.  Through  AdQuest 


WORLD 


Jin.stance, 

customer  if  he  or  she  is  about  to  buy 
m  a  plant  that  won’t  grow  well  in  his  or 
her  climate.  CarPoint  .sends  customers 
maintenance  advice  and  recall  alerts 
based  on  the  kind  of  car  bought. 

The  study  al.so  identifies  .some  very 
specific  examples  of  areas  where  sites  fail 
to  take  advantage  of  what  they  know 
about  their  cu.stomers.  While  none  of 


Forrester’s  Smart  Personalization  research 
this  summer  on  a  variety  of  business-to- 
business  and  bu.sine.ss-to-con.sumer  Web 
sites.  The  .study  indicates  that  typical  Web 
personalization  efforts  fail  to  meet  expec¬ 
tations  because,  unlike  Kevlin’s  letter, 
they  aren’t  personal  enough. 
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tlie.se  are  news  sites,  the  lessons  to  be 
learned  remain 
valuable. 


options  and  automated  pas.sword 
reminders,  and  remove  restrictions 
on  password  length  and  format. 

With  the  current  enthusiasm  for 
“permi.ssion  marketing,”  the  opt-in  con- 


beyond  kxal  geography.  Effectively,  they 
are  ceding  this  part  of  their  franchi.se  to 
niche  sites  that  have  cu.stomized  their 
entire  classified  sy.stem  to  match  the 
prcxluct  or  opportunity  involved.” 


leverage  their  data.  A  drug.store  site 
asked  its  u.sers  for  their  drug  allergies, 
but  it  didn't  take  advantage  of  an  oppor¬ 
tunity  to  tell  a  cu.stomer  when  a  product 
they  wanted  to  buy  contained  .something 
the  iKser  was  allergic  to. 
e  Some  sites  gather  a  ton  of  infomia- 
tion,  but  then  sit  on  it.  A  major  bank  that 
offers  online  banking  and  knows  enough 
about  its  clientele  to  .sell  them  very  .spe¬ 
cific  insurance  and  banking  prcxlucts 
dcx'sn’t  Ixither.  Instead,  it  sends  every 
cu.stomer  the  .same  pitch,  even  when  it’s 
hopele.ssly  inappropriate. 

•  The  left  hand  d(x\sn’t  know  what  the 
right  hand  is  doing.  For  example,  one 
computer  hardware  re.seller  offered  a 
cu.stomer  a  $19.95  surge  protector  after 
the  customer  had  already  put  one  priced 
at  $59.99  in  his  .shopping  cart. 

AVOIDING  GOf'DBVES 

Forrester  says  the  most  common 
result  of  the.se  kind.'^^  of  personalization 
misfires  is  that  customers  decide  you’re 
.stupid  and  .say  “GcKxlbye.”  They  return 
to  the  site  only  long  enough  to  turn  off 
the  opt-in  e-mail.  Forrester’s  analy.sts 
offer  four  e.ssential  steps  to  using  opt-in 
optimally: 

U.se  the  technology  wi.sely. 
Newspapers  have  acce.ss  to  a 
variety  of  cu.stomer  databa.ses.  Gather 
information  from  all  available  .sources 
and  acquire  the  database  tools  that 
are  nece.s.sary  to  use  it  well. 
Make  privacy  a  No.  1  concern. 

Put  a  privacy  czar  in  charge  of 
this  issue,  and  make  .sure  that  cus- 
tcjmer  databa.ses  are  never  misu.sed. 
Place  information  in  context.  Just 
becau.se  a  buyer  wanted  the  Ford 
brand  la.st  time  doesn’t  mean  he’s 
committed  to  looking  only  at  that 
kind  of  car.  U.se  suggestive  .sells 
rather  than  the  shotgun  approach. 
Ease  the  forgotten  u.ser  name  and 
pa.ssword  headache.  Make  it  ea.sy 
for  customers  by  providing  cookie 


cept  of  personalization  or  push  technol¬ 
ogy  .seems  especially  appropriate,  but 
Eric  Meyer,  an  assistant  profes.sor  of  jour¬ 
nalism  at  the  University  of  Illinois  and  a 
consultant  in  new  media,  doesn’t  think 
the  indu.stry  has  been  very  smart  in  its 
approach.  He  says,  “Newspapers  and 
other  publications  defentling  traditional 
classified  franchi.ses  have  been  very  slow 
to  recognize  w  hat’s  needed  —  a  sy.stem 
with  very  specific  categories,  ‘push’  noti¬ 
fication,  immediate  posting  of  ads,  and  a 
comprehensive  database  that  stretches 


Meyer  complains  that  newspapers  in 
their  eagerness  to  upsell  classified  ads  to 
more  expensive  li.stings  miss  opportuni¬ 
ties  to  have  buyers  and  sellers  be  preci.se 
in  their  keywording.  Someone  who  places 
a  cla.s.sified  ad  that  .says  the  car  has  a 
“mcxinroof,”  for  in.stance,  dcxsn’t  get  any 
of  the  ad  databa.se  users  who  are  Icxiking 
for  a  “sunroof,”  which  is  e.s.sentially  the 
same  thing.  He  advcxates  encouraging 
online  .submi.s.sion  even  if  it  results  in 
.some  problems  translating  the  ad  into 
print  becau.se  it  makes  e-mail  alerts  and 
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newsfeeds  delivered  via  the 
Internet  or  email  based  upon 
personal  news  profiles. 
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information  from  ExpertSource’s 
proprietary  database  of  thousands 
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3W  H  ?  <=*  ‘ 

Access  to  corporate  information, 
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Internet  research. 
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Call  for  Entries 
19  Awards 

Nominations  are  Now  Open  at 

www.mediainfo.com 


The  EPpy^"*  Awards  will  be  presented  at  the 
Editor  &  Publisher  Interactive  Newspapers  Conference  and  Trade  Show, 
February  9-12,  2000  in  New  Orleans,  LA 


Employmeni  sites  should  be  aggressive  about  pro¬ 
tecting  the  anonymity  of  |ob  seekers,  says 
CareerSite’s  Ed  Farrell. 
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personalization  much  more  valuable. 

One  of  the  pioneers  in  this  area  and 
a  service 


appears  to  have  the  right  skills,  he  sends 
an  e-mail  to  the  newspaper. 
CareerSite.com  handles  the  respoase,  e- 
mailing  the  job  seeker  the  information  that 
.someone’s  interested  and  seeking  permis¬ 
sion  to  present  the  job  seeker’s  resume 
and  other  information  to  the  employer. 


employers  access  to  potential  employees 
who  are  not  ready  to  be  very  public 
about  their  interest  in  different  employ¬ 
ment.  He  believes  this  approach  allows 
the  newspaper  to  maintain  a  customer 
relationship,  while  giving  advertisers  the 
tcxjls  they  need  to  reach  the  candidates 


many 
newspaper 
clients  is 
AdOne  LLC, 


that  they  want  to  reach.  And  he 
thinks  it  helps  the  newspaper  to 
compete  with  online  ventures 
like  Monster.com  with  its  exten¬ 
sive  technology.  The  product 
also  offers  the  paper  a  new 
cource  of  revenue  becau.se  it 
can  charge  an  employer  to 
.search  the  database.  Currently, 
these  fees  .start  at  $1,000  a 
month  and  are  split  with  the 
paper.  But  Farrell  says  that  the 
company  is  contemplating  a 
much  less  expensive  option  for 
a  customer  who  has  a  small 
business  and  is  unwilling  to 
spend  that  much. 


which  runs  Classified  2 
Warehouse 

newspaper  partners. 

“We’re  lcK)king  for  every 
opportunity  to  track  HbUbll 

electronically  and  do  — =-=^sis 

data  mining  to  enhance 
targeted  advertising 
opportunities,”  he  says.  “It’s  .something 

that  customers  are  asking  for.” 

Alan  Dawkins,  chief  technology  offi¬ 
cer  for  Norfolk,  Va.-based  InfiNet,  which 
hosts  and  runs  classified  .sy.stems  for 
Gannett  Co.  Inc.  and  Knight  Kidder, 
agrees  that  e-mail  alerts  are  vital  for 
newspapers.  But  Dawkins  doesn't  think 
out-of-area  databases  are  neces.sarily 
good  for  newspapers.  In  fact,  he 
believes  they  are  counterproductive 
because  they  diminish  the  regional 
breadth  that  is  a  newspaper's  strength. 

A  company  that  is  using  perscmaliza- 
tion  and  direct  user  input  effectively  in 
online  employment  classifieds  is 
CareerSite  Corp.,  which  has  partnered 
with  Advance  Publications  to  offer 
CareerSite.com  on  all  of  its  Web  sites.  Ed 
Farrell,  vice  president  of  business  devel¬ 
opment  and  a  founder  of  CareerSite, 
says  the  site  is  completely  automated. 
The  candidate  fills  out  a  profile  that’s 
u.sed  to  match  the  person  to  the  jobs  in 
the  databa.se. 

The  site  is  aggressive  about  protecting 
the  job  .seeker’s  anonymity  by  allowing 
him  or  her  to  post  a  capsule  version  that 
is  searchable  by  potential  employers. 
When  an  employer  sees  .someone  who 


Contributing  editor  Jennie  L. 
This  careful  prcKe.ss  allows  job  .seek-  Phipps  (jennielp@bignet.net)  is  an 
ers  who  want  to  remain  anonymous  to  independent  writer  and  editor  based 

stay  that  way,  and  Farrell  says  it  gives  in  Bloomfield  Hills,  Mich. 


QUADRANT 


Online  Classified  System 

QUADRANTS  new  real  estate 

“sector”  modules  create 
profitable  partnerships 
by  using  the  brand  and 
experience  of  your 
newspaper,  together  with 
the  consumer  goods  and 
community  connections 
of  retail  merchants. 


automotive 


dining 


lodging  . .  .and  more 


Stauffer  Media  Systems 


Look  for  us  at  the  Online  Classified  Symposium, 


call  417-782-0280  or  go  to  www.stauffergold.com. 
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BE  TRUE  TO  YOUR  BRAND 


ef'initive,  autlioritative,  comprehensive, 
credible.  Tlie.se  were  the  responses  I  got 
when  I  asked  a  handful  of  friends  and 
colleagues  outside  the  newspaper 
industry’  about  the  attributes  of  their 
IcK'al  newspaper’s  brand. 

Why,  then,  are  so  many  newspapers  obscuring 
their  powerful  brands  —  or,  just  as  bad,  spawning 
dozens  of  confusing  new  brands  —  online?  When  I'm 
in  California's  Silicon  Valley,  I  tru.st  the  San  Jose 
Mercury  News  to  tell  me  about  movies,  plays,  and 
concerts  that  I  might  want  to  see.  It’s  never  wrong 
about  the  time  or  location  or  price,  and  I  tru.st  it. 

But  on  the  Web  (http:  /www.justgo.com/bayarea), 
the  Mercury  News  drops  the  ball.  There  are  .seven  dif¬ 
ferent  brands  —  not  counting  the  ads  —  pla.stered  all 
over  a  single  Web  page  dedi¬ 
cated  to  e\ents  listings.  Across 
the  top,  I  .see  Real  Cities  (the 
Knight  Ridder  network  of  local 
sites),  Ju.st  Go  (an  umbrella 
brand  for  the  arts  and  enter¬ 
tainment  sections  of  all  the 
Knight  Ridder  properties). 

Mercury  Center  (the  online 
brand  of  the  Mercury'  News), 

Hot  CoCo  (the  online  brand  of 
the  nearby  Contra  Co.sta  chain 
of  new.spapers),  and  the  Contra 
Co.sta  New.spapers  logo.  In  the 
bottom  left  corner,  a  small 
graphic  tells  me  the  li.stings  are  "powered  by  Zip2." 
Who’s  actually  giving  me  the  information?  Can  I 
tai.st  it? 

Developing  breakthrough  Web  brands  is  difficult. 
Consumers  are  overwhelmed  by  messages  introduc¬ 
ing  new  online  products:  billboards  pushing 
Amazon.com  auctions,  radio  ads  for  About.com,  TV 
ads  for  Lycos,  full-page  print  ads  for  Priceline,  and 
countless  Web  banners.  It’s  hard  to  cut  through  that 
clutter.  That’s  why  newspapers  ought  to  leverag*.  the 
power  of  their  long-e.stablished  brands  (.some  over 
100  years  old)  to  build  loyal  audiences  in  cyberspace. 

Yahoo!  and  Amazon  are  great  examples  of  how  to 
build  brands  on  the  Web.  Neither  company  existed  as 
recently  as  1993,  and  yet  today  they  sport  market  val¬ 
ues  of  $33  billion  and  $19  billion,  re.spectively,  large¬ 
ly  as  a  result  of  their  acce.ssible,  ea.sy-going,  trusted 
brands.  But  when  either  company  introduces  a  new 
feature  —  like  auctions  —  they  don’t  attempt  to  build 
a  new  brand  around  it  (Wide  World  of  Web  Auctions, 
for  in.stance).  They  call  it,  simply,  Yahoo!  Auctions  or 
Amazon.com  Auctions. 

As  newspapers  grow  online,  new  brands  seem  to 


proliferate  like  Tribbles  from  the  famous  "Star  Trek  ” 
epi.sode.  At  the  Cbicccgo  Trihuue's  Web  site,  for 
example,  it’s  hard  to  figure  out  whether  you  should 
go  to  .Metromix  or  the  newspaper  or  Digital  City 
Chicago  —  all  brands  promoted  on  the  home  page  — 
to  get  re.staurant  reviews.  And  once  I’m  inside 
Metromix  or  Digital  City  (a  project  of  America  Online, 
in  which  the  Tribune  Co.  is  an  inve.stor),  it’s  unclear 
who  exactly  is  .supplying  the  data.  At  the  site  of  Ibe 
Orlaudo  Seutiuel,  another  Tribune  Co.  paper,  the 
front  page  is  chock-full  of  brands  that  aren’t  explicit¬ 
ly  linked  to  the  newspaper:  cars. com.  Digital  City,  a 
vacation  planning  resource  called  Go20rlando, 
BellSouth  (An  advertiser?  Partner?  Spon.sor?),  and  a 
community  area  called  The  Front  Porch. 

Some  newspapers  feel  they  need  to  create  new 
brands  to  reach  out  to  the  Web’s 
younger,  hipper  audience,  but 
those  attempts  are  tloundering. 
.Metromix,  aside  from  .sounding 
like  a  new  kind  of  kibble  for 
urban  cats,  won’t  lead  you  to 
p(K‘try  slams  or  alternative  come¬ 
dy  (despite  its  Gen  X-friendly 
black  background).  Does  New 
York  TcKlay  somehow  convey  a 
funkier  image  than  7he  New  York 
Times?  I  can  t  figure  out  how. 

One  of  the  more  logical  rea- 
.sons  to  create  a  new  brand  online 
is  inclusiveness.  The  Kansas  City 
(Mo.)  Star's  Kan.sascity.com  is  a  "local  lens,’  or  por¬ 
tal,  that  gives  u.sers  acce.ss  not  ju.st  to  the  newspaper 
but  to  the  Kansas  City  Royals’  site,  the  z(x),  the  .sym¬ 
phony,  and  a  number  of  other  "affiliates."  But  even 
the.se  umbrella  brands  can  be  puzzling,  especially 
when  they  seem  to  contain  predominantly  content 
from  one  source  (like  The  Boston  Clohe's 
Boston.com)  or  it  isn’t  clear  who  is  providing  what 
information  (as  at  Acce.ss  Atlanta). 

As  the  amount  of  information  on  the  Web  increas¬ 
es  and  overall  quality  declines,  newspapers’  offline 
brands  will  prove  even  more  powerful  —  and  valu¬ 
able.  In  the  .same  way  a  cautious  traveler  .seeks  out 
Evian  while  touring  Oaxaca  in  .Mexico,  Web  u.sers 
will  look  for  familiar  .sources  of  information.  So  why 
should  The  Plain  Dealer  hide  behind  Cleveland  Live? 
Newspapers  need  to  acknowledge  the  strengths  of 
their  exi.sting  brands,  and  spend  more  energy  intelli¬ 
gently  transitioning  them  to  the  Web. 


Contributing  editor  Scott  Kirsner  (kirsner@att.net) 
is  a  Boston-based  writer.  He  is  also  contributing 
editor  at  Wired  and  Fast  Company. 


Why  create  a 
new  brand  on  the 
Web,  when  you 
can  leverage  your 
strong  offline 
brand? 
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How  well  something  is  structured 
often  determines  its  staying  power. 


Together  with  our  affiliation  of  more  than  130  newspapers,  we’re  changing  the  face  of  online  commerce. 
Classified  Ventures-a  powerful  force  for  your  success. 
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www.classifiedventures.com 
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Better  put  these  on 


You’re  about  to  make 
your  newspaper  website  one 
beautiful  revenue  machine. 


From  the  nation's  leading  provider  of  newspaper  infrastructure  comes  the 
next  step  in  online  editorial  +  content  +  revenue  +  advertising  opportunities. 
Zwire./  The  new  totally  integrated  newspaper  engine  that 
handles  e-v-e-r-y-thing  from  front  page  to  back. 

So,  whether  you  need  an  industrial  strength  engine  to  power  your  Internet 
classifieds,  auto,  real  estate,  auctions  or  yellow  pages,  or  everything  from  A-Z, 
you  can  now  join  over  700  newspapers  who  wear  these  all  the  time. 

For  a  complete  demonstration,  visit  the  E&P  Online  Classifieds  Symposium 
at  the  Hyatt  Regency,  Sept.  12  -  14  in  Austin,  Texas  and  the  NNA  Annual 
Conference,  Sept.  29  -  Oct.  2  at  the  Boston  Park  Plaza. 

Want  a  demonstration  now?  Call  1.800.373-3547  today. 
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